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Direct: 
RadiatingSurface 


with this ° 
Special Radiator 









HIS radiator is an exclusive patented feat- 

ure. It is distinctly different. [t means 

fuel economy because it produces extra heat 
from the fuel consumed. 









Study its construction and obtain our circular 
giving the complete details. It is a real selling 
argument and one of many splendid features 
of 







HE smoke pipe can be taken off at any angle, the water 
pan is extra large and convenient to fill, the large double 
feed doors make firing easy and the construction is sound 


and durable throughout. 


If you are a progressive dealer you should know more 
about this exceptionaly desirable furnace. 


The Floral City Agency Is Different 


Write today and we will gladly explain the co-operative 
features and money making factors of our sales plan. The 
New Floral City and the Floral City Queen are two leade-s 
that you should not pass up. Our catalogs illustrate and 
describe them in detail. 


Some very worth while heating ideas are 
contained in these catalogs — better re- 
guest them now before vou lay this down. 


Floral City Heater Co. 


Monroe, Michigan 





High Grade Furnaces for over 40 Years. DETROIT BRANCH: 458 Penobscot Bid. 
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THE SUPER-SMOKELESS FURNACE 


SUPER - SMOKELESS DEALERS 
PROFIT BY 


INCREASED BUSINESS 
SATISFIED CUSTOMERS +> 
PROMPT COLLECTIONS 


Gs bie bine by fu Furnace dealers can build up 






a big business by furnishing their customers with 
furnaces that will burn soft coal smokelessly and 
with great efficiency, utilizing the smoke and soot as 
valuable fuel. It will be to YOUR interest to become 
a SUPER-SMOKELESS Dealer. Send for literature 


and Special Dealer Proposition. 


UTICA HEATER COMPANY 


UTICA, New York 
218-220 West Kinzie Street, Chicago, Illinois 











LISTEN TO REASON---BURN MORE 
OXYGEN and LESS COAL 4am >), 


THE HERO AIR-JET WILL DO IT 


[i injects a continuous stream of Super Heated Air 
over the fire in the combustion chamber which causes 
positive consumption of the smoke and excess gases. 


Result - No Soot -No Smoke - MORE HEAT 
A BIG COAL SAVER 


Mr. Dealer: Order Hero Heating Systems for your 
customers and cash in on this big fuel saving device. 
You will be interested in the Hero Humidity System. 























Do you want exclusive territory? Write or wire at 
once for new Hero Sales Plan for dealers—or you 
may be too late. 


Address Dept. ‘‘A’”’ 


HERO FURNACE CO. 


SYCAMORE, ILL. 
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when sticky problems confront them. 





SOLICITING INQUIRIES 
EADERS of AMERICAN ARTISAN AND HARDWARE RECORD are con- 


stantly writing to us asking for information on thousands of puzzling problems 
confronting them in their daily work. Many of these inquiries are published in our 
reading columns. Many more are not because of a lack of space. However, they 
are all answered by letter when not published and with the greatest despatch. 

In addition to the many inquiries received by mail in our office every day, few 
subscribers come to Chicago without giving us a call by telephone from their hotel 
or paying a visit to the office in person. 

We especially invite personal visits, as in this way we get into closer personal’ 
touch with our subscribers and their problems and are thus better able to help them 


When writing remember that the more you give us of the details of your prob- 


lem the easier it is for us to help you. 
This Service Department is maintained for the especial use of the subscribers, 


and no charge whatsover is made for it. 
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ALPHABETICAL INDEX AND CLASSIFIED LIST OF ADVERTISERS, Pages 44-46-48. 
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The Economy 
Smokeless Furnace Attachment 





The Attachment fits any INTERNATIONAL 
furnace with the ordinary type of radiator. 





Showing head-on collision of fresh oxy- 
gen and gases which are thoroly mixed. 
This breaks up the smoke particles 
causing them to burn in radiator. 





View of castings only showing how 
attachment is placed in radiator. 
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What it is:— 


It is a simple, practical attachment that may 
be used on any regular soft coal radiator of an 
InteRnaTiIONnAL Furnace making it possible to 
burn soft coal smokelessly. 


It is so simple that it does not cost one cent 
additional and its use eliminates the necessity 
of your stocking ‘‘special’’ furnaces for soft coal, 


What it will do:— 


If opened when the fire is broken up or 
replenished, oxygen (fresh air) will be admitted 
to radiator, intermingle with the smoke particles, 
break them up and cause them to burn so that 
the chimney will be smokeless. Its use makes it 
possible for your customer to burn either hard or 
soft coal successfully, a big advantage when 
anthracite is scarce or soft coal more easily 
obtained. 


Why it does it:— 

By referring to the line illustration you will see 
the action of the gases inside the radiator when 
air is admitted. This intimate mixture at a high 
temperature completes the combustion of the 
volatile gases. 


Its importance to you :— 
Its use means additional business for you 
without any extra investment. 


Simply mark order, ‘““Send smokeless attach- 
ments and soft coal radiators,” then you will 
have a furnace for any kind of a job. 


And it will do the job right. 


INTERNATIONAL HEATER COMPANY 
UTICA, N. Y. 


NEW YORK CHICAGO CLEVELAND NASHUA, N. H. 











N THE settlement of the estate of the late 
| Daniel Stern it was found necessary to sell 

the AMERICAN ARTISAN, and _ the 
change of ownership took place Saturday, 
October 25th. 


Messrs. C. W. Spofford and Frank McEI- 
wain, who have bought the controlling inter- 
est, are successful publishers of two promi- 
nent business papers—“Toys and Novelties” 
and “The House Furnishing Journal.” Their 
careers in that profession cover a period of 
thirty years. 


It is our pleasure to announce that Miss 
Etta Cohn and Mr. A. G. Pedersen, who have 
been operating the publication during the past 
four years, will remain as members of the new 
organization and continue in actual charge. 


During the trusteeship under which the 
AMERICAN ARTISAN was conducted since 
the death of Mr. Stern, it was not possible to 
make certain desirable changes in the publi- 
cation. These and more will become evident 
in the near future, and as a result our sub- 
scribers will receive a business paper which 
will be more useful to them, and our adver- 
tisers, therefore, will have the added reader- 
interest to produce greater returns from their 
advertisements. 


We appreciate the fine good will and spirit 
of cooperation which has at all times been 
manifested by our subscribers and advertisers 
and which has in a large measure been re- 
sponsible for the high position which the 
AMERICAN ARTISAN now occupies, and 
we shall endeavor to merit your continued 
good will and cooperation, so that we may 
keep on working together for the improve- 
ment of conditions in the fields which the 
AMERICAN ARTISAN has served since 
1880. 


AMERICAN ARTISAN 


AND 


HARDWARE RECORD 


11 


To Our Subscribers and Advertisers: 
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Are Furnace Installers Advertising 
Their Service 
Properly? 
























HAT is lacking in warm air furnace 
installer advertising? 


A general survey of local newspaper 
advertisements used by installers, while indi- 
cating a wholehearted desire to bring the 
home owner to a proper recognition of the 
merits of warm air heating, nevertheless 
shows that the installer himself has not fully 
grasped the fundamental elements of the sci- 
ence of advertising. Points which would en- 
able him to make the best possible appeal for 
his rightful share of the business which is now 
going to a man carrying a competing line are 
often missing. 

The warm air furnace has a merit far su- 
perior to hot water or steam. It has already 
been recognized by the medical profession as 
the heating unit’ which most nearly maintains 
the moisture content of the air in a tightly 
closed dwelling to a degree consistent with 
good health. 

You know, too, that to pay its way an ad- 
vertisement must render a service—regard- 
less of whether it sells warm air furnaces or 
heating stoves. This being the case, how can 
a warm air furnace advertisement best be con- 
structed to render that necessary service? 


The answer lies in the subject matter of the 
advertisement itself. It must contain words 
having the greatest attention-getting value; 
it must provoke a desire in the home owner 
to seek further information on the subject— 
in fact to call at your place of business and 
have the whole matter thoroughly explained. 

Something about comfort would do the 
trick. 

Every man is primarily interested in com- 
fort. He wants comfortable clothes to wear; 
he wants a comfortable, warm home in which 
to house himself and his when the north wind 
begins to blow. 

Economy, it is true, along with furnace 


Edito 
of 
Week 






rial 
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construction detail, is a factor not to be over- 
looked. 

The fact that a warm air heating system 
not only insures plenty of heat, but insures 
a sufficient quantity of warm air in all parts 
of the dwelling, makes the job of writing an 
advertisement merely one of properly setting 
forth the merits of the system. Further sales 
talk is unnecessary. To do this it is neces- 
sary to view. the subject from the standpoint 
of the customer and his needs. This done, it 
is immediately seen that the main appeal of 
the advertisement must be to comfort and 
health. This appeal is then followed by that 
of economy and of furnace construction de- 
tail—absence of soot, dirt and gaseous odors. 


The mechanical details of advertisement 
construction also have considerable weight. 
Proper symmetry and balance make it pleas- 
ing to the eye, while type of the proper sort 
and a judicious use of white space make it 
easy to read. 

Coordinating headline and illustration is 
wonderfully effective in drawing attention to 
the products advertised. 


The ability of a warm air furnace to prop- 
erly and adequately heat a dwelling is so well 
established that the industry has a right to 
demand the best there is in the advertising 
science in getting the system before the pub- 
lic. It is only by acquainting the public with 
the true facts of the subject that the demand 
for that method of heating can be increased. 
And advertising will do the trick if given a 
fair chance. 

To give it that fair chance, it will be only 
necessary to first view the subject from the 
standpoint of the buyer and his needs; then 
construct the advertisement in such a way 
that it partially answers the questions upper- 
most in the buyer’s mind. 

Let’s get the true facts before the public! 
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Random Notes and Sketches. 


By Sidney Arnold 














_—_ 


On November 4th every citizen 
who is worthy of that classification 
will be registering his choice for 
President of United States and for 
the other offices for which the elec- 
tion is held. 

Most of us have probably already 
decided in our minds for whom we 
will vote, but here is a good meas- 
uring stick. It was suggested by 
Judge Gary in his recent address 
before the American Iron and Steel 
Institute : 

“First of all, he should be pos- 
sessed of the highest moral prin- 
ciples. He should be absolutely im- 
partial, disposed to favor no person 
or aggregation or interest to the un- 
due prejudice of anothez. He should 
be modest, plain and simple, and still 
courageous, dignified and wise. He 
should ascertain the facts and pa- 
tiently consider before he decides 
any question presented. 


“He should truthfully and frank- 
ly inform the country concerning all 
public matters whenever it can be 
done without prejudice to govern- 
mental interests, relying upon an 
honest people for approval concern- 
ing the merit of his attitude. He 
should not hesitate to speak the 
truth, when it is necessary, nor to 
remain silent when no one could be 
injured thereby. 

“He should be willing to lend his 
influence and devote his talents to 
legitimate business progress and 
general prosperity, and likewise to 
prevent and penalize corruption and 
wrong. He should endeavor to as- 
sist and to protect the poor, the weak 
and the suffering, and, at the same 
time should be willing to help the 
rich, the strong and the happy when 
it is indisputably right to do so. 


“He should practice and enforce 
strictest economy and husband all 
resources in governmental adminis- 
tration, but should not indulge in 
false economy. He should be will- 
ing to properly codperate with and 
to assist foreign nations, entertain- 


ing always an intention of first con- 
sidering and protecting the interests 
of his own country. 

* *K ok 


[ count among my good friends 
a Presbyterian minister, Roy Vale 
by name. He is not merely a great 
preacher, but a real man, or maybe 
the two really belong together. 

At any rate, he said something 
about happiness the other night 
which struck me so forcibly that I 
am going to pass it on: 

“Service for service’s sake will 
not make you happy,’”’ was one of 
his statements, and he went on to 
say that the mere fact that you are 
willing to render service, is of no 
great importance. People may not 
need the service you want to render 
or the service you can render, and 
if you want to serve just to have 
something to do, you are bound to 
be disappointed in the final sum- 
ming up. 

But if in your work you can ac- 
tually render a service that is of real 
value to somebody then your service 
will be rewarded, just as the poor 
widow who gave her mite was rec- 
ognized as the greatest giver of all. 

And that is one reason why I 
consider the efficient, conscientious 
furnace installer as one of the most 
useful persons in his community, be- 
cause he actually distributes com- 
fort, health and pleasure to his cus- 
tomers. 

* * x 

Louis J. Mueller, who makes 
warm air furnaces in the so-called 
“Cream City” (though why Pabst 
and Blatz should have picked that 
name for the town that Schlitz 
claims to have made famous, is 
something I never could see) has 
among his office men an ardent ra- 
dio fan, and thereby hangs a story. 

It seems that one morning this 
young man arrived at the office with 
a beautifully colored eye and a big 
bump on his nose. Usually under 
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such circumstances it is considered 
good taste to say nothing about it, 
but the young lady at the telephone 
asked him how it happened. 

“Well, you see,’ came the ready 
answer, “last night I worked so late 
on my radio, and became very tired, 
especially as I had a hard day at the 
office, I finally got it working in 
fine shape, but the first thing I knew 
I was wakened by a pain on my 
forehead and nose. I must have 
fallen asleep and bumped my head 
on the radio cabinet. 

x * x 

One of my friends among the in- 
stallers asked me one day to find 
out what the word “Athanor” 
meant. As most of you know, that 
is the name of the furnace that R. 
A. Gulick is making down in New- 
ark, Ohio. But, although, I sup- 
pose that at one time when | was 
reading ancient history, I must have 
read about it, I could not give my 
friend the information at the mo- 
ment; recently while talking with 
Mr. Gulick I asked him, and he 
handed me a small printed slip on 
which this definition was given, “A 
digesting furnace formerly used in 
chemical operation, so constructed 
as to maintain a uniform and dur- 
able heat.” 

Pretty appropriate name for a 
good furnace, isn’t it? 

x * * 

Roy L. Smith, who is a preacher 
by vocation and a_ philosophical 
writer by avocation, said a consider- 
able mouthful the other day in his 
daily “Sentenced Sermon” in the 
Chicago Tribune: 

It’s Our Willingness— 

—To work that cuts the cost of 
production. 

—To save that is our hope of 
prosperity. 

—To serve that is our best adver- 
tisement. 

—To think that insures against 
narrow mindedness. 

—To try again that saves us from 
many defeats. 

—To look out for Number Two 
that makes our friends loyal. 

—To forgive that saves the most 
heartaches. 
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F. G. Sedgwick Tells Why He Thinks That a Warm 
Air Furnace Installation Business Can Be 


Successfully Conducted. 


Says the Two Requisites to Success Are a Fair Profit 
on Every Job and Adherence to the National Code. 


N THE article which follows F. 

G. Sedgwick, Vice-President of 
the Waterman-Waterbury Company, 
Minneapolis, Minnesota, has very 
explicitly given his views on why 
and how he thinks a warm air fur- 
nace installation business can be 
conducted successfully and in a 
businesslike manner. 

Mr. Sedgwick writes: 

The most hopeful thing in any 
business is a successful experience 
in the past, and everyone wants to 
know how this success was made. 
It is because we have had a suc- 
cessful experience in the warm air 
heating business that I feel that 
there is much of encouragement in 
our experience for anyone who is in 
the furnace business or who con- 
templates going into the furnace 
business. 

This story is one of a successful 
furnace business started in January, 
1922, operating now for its third 
year and eminently successful in 
spite of the fact that we have here 
in Minneapolis all of the conditions 
of cheap competition, cut-throat 
prices, poor installations and dealers 
who don’t know enough to make a 
profit, which conditions are so com- 
mon and so well known in this in- 
dustry. 

We are primarily furnace manu- 
facturers, and, of course, we felt 
that our biggest sales should be at 
home, so we originally established 
local dealers here in Minneapolis to 
market our product. 

However, the installations that 
these dealers made were frequently 
poor, some of them did not appear 
to have a proper understanding of 
the furnace business, and we did not 
appear to have the ability to teach 
them, and so the question came to 
our minds as to whether it was 
really impossible to conduct a fur- 


nace business on a thoroughly busi- 
nesslike basis. 

This is how it happened that we 
decided that we needed experience 
in the retail business, so that we 


. might try out our theories and prove 


to our own satisfaction that a fur- 
nace business can be conducted on 
strictly businesslike principles. We 
felt that such information would be 
of immense value to our dealers. 





F. G. Sedgwick has been in- 
spired to write this article in 
order that others may be en- 
couraged to launch out into 
the retail furnace installation 
business with the assurance 
that they can find in it pros- 
pects as good as in any other 
business they might be inclined 
to enter. 

Having tried the business 
methods that have been suc- 
cessful in other lines and hav- 
ing successfully conducted the 
furnace business along these 
lines, Mr. Sedgwick is abso- 
lutely sure that it can be done. 











Accordingly our Minneapolis re- 
tail store was established as a sep- 
arate department in our business 
and with two principles laid down 
from which we vowed that we 
would not deviate. These two prin- 


ciples were: 
1. A fair profit on every job. 
2. Every installation, without 


compromise, made in accord- 
ance with the National Warm 
Air Heating and Ventilating 
Code. 

It is simple enough to lay down a 
requirement that every installation 
be made in accordance with the Na- 
tional Code. This we have accom- 
plished on every single job since we 


started this business. It makes our 
prices, at times, higher than oyr 
competitors. It kept us out of a lot 
of contractor work in the begin- 
ning. It probably lowered our vol- 
ume of sales considerably, but we 
are now, after our third year is 
practically completed, ready to 
stand up and yell for the Code more 
enthusiastically than ever, for we 
know that code installations are bus- 
iness builders, and you couldn’t get 
us or one of our salesmen to drop 
the principle of code installations for 
one minute. 

It is easy enough to sit down and 
figure out on paper a profit on every 
job. We knew that we would have 
a certain proportionate overhead 
expense which must be chargeable 
to this business; we knew that we 
wanted our profit; we knew that it 
would be necessary to lay aside a 
charge for advertising and a charge 
for contingencies, and we knew that 
it would be necessary for us to pay 
more for our installations than many 
of our competitors pay, because we 
were going to demand better work. 

But theories, however beautiful, 
do not always work out, and we 
found at first that our greatest 
losses were coming through our fail- 
ure to keep within our labor esti- 
mate, and so with the kind help of 
one of our competitors here in the 
city we established a piecework 
basis for installations which not only 
lowered our cost of installations, but 
increased the men’s wages by a very 
considerable amount. A crew will 
now do more work than it used to 
do. We can handle a large volume 
of business with a comparatively 
small crew of men. The work is 
well done and is supervised by 4 
man paid for that and for that alone, 
and the men are happy. 

A cost report gotten up on rough 
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paper comes through on every job, 
so that we know absolutely just 
what our cost has been on the job 
and whether we have made our an- 
ticipated profit. If we do not make 
our anticipated profit, it stands on 
this cost report as a loss. At first 
our losses ran high, but of late our 
machine is running so smoothly that 
we make a little more than our an- 
ticipated profit on the average job. 

To give the reader an idea of 
just how prices may be based on 
retail furnace sales, we are giving 
below a schedule of the percentages, 
which, while not exactly what we 
use, is at the same time a schedule 
that is approximately correct and 
can be used with some variation for 
local conditions. The important 
thing is to have some definite price 
basis. 
Cost of furnace, fittings 

and materials, includ- 


ing freight.......... 55 per cent 
Cost of installation, in- 

cluding drayage..... 13 per cent 
Advertising allowance.. 4 per cent 
Office and warehouse 

overhead expense.... 8 percent 


Commission for selling. 10 per cent 
DE sscccuctoumkeas 10 per cent 


ee re 100 per cent 


To obtain the cash price for any 
job, then, divide the cost of the fur- 
nace, fittings and materials by 55 
and the result is the cash retail 
price. 

To obtain the terms price, add 11 
per cent, which makes it possible to 
quote a 10 per cent discount for 





4 SEAM- 
1 LESS 
FURNACES 


fr a 3 $14QanUP 


Convenient Terms 
WATERMAN WATERBURY CO. 


BROADWAY & JACKSON."' ©. 
DINSMORE 


1675 












Showing Three Different Types of Advertiseme 

















cash and still arrive at the same 
cash price. 

Our maximum terms are 20 per 
cent down, the balance to be paid 
in equal monthly installments ex- 
tending not over one year. 

In billing furnaces to our retail 
store we bill the furnaces at exactly 
the same price as the price that we 
would charge any dealer who buys 
in equal quantities, so that our retail 
store has absolutely no advantage 
over any dealer. 

And now for the final proof that 
a furnace business can be operated 
on a business basis and all installa- 
tions made in accordance with the 
National Code and operated suc- 
cessfully. 

The second year that our retail 
store operated, our total volume was 
approximately $70,000.00. 

The third year that our retail 
store operated, our volume will be 
well in excess of $100,000.00. 

It is possible for a dealer to in- 
stall every job in accordance with 
the National Code; it is possible for 
a dealer to make a profit over and 
above all overhead expense on every 
job he installs. 

And it is possible for a dealer to 
build a growing, thriving business 
on this basis—a business which 
could well attract the best and 
ablest men in the community with 
their capital and with their personal 
services. 

It is a mistake to assume that 
warm air heat is a cheap substitute 
for hot water ; it is a mistake to feel 
that we must continue to allow the 


FURNACES 
Wa $1404»UP 
Clean Heat 


WATERMAN WATERBURY CQ 
BROADWAY & JACKSON, NE. 
DINSMORE 


1675 


Good Results. 
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thriftless dealer, who is content to 
eke a bare living out of the business, 
to dominate the industry. Those 
days are gone. 





New GiltEdge Furnace 
Pamphlet Contains 
Valuable Service Data. 


R. J. Schwab & Sons Company, 
Milwaukee, Wisconsin, makers of 
the GiltEdge furnace, have the in- 
terests of their installer agents at 
heart. Their constant aim is to 
keep the installer informed of all 
new improvements that go into their 
products—to educate the installer in 
such a way as to enable him to know 
at all times what materials the fur- 
naces he is installing have in them. 


A recently issued pamphlet pre- 
pared by the company has made its 
appearance, and is rapidly finding its 
way into the installers’ place of 
business. 

The pamphlet deals with the ma- 
terials and construction of the Gilt- 
Edge heating plant and its sale and 
installation. 


If every man of means who is 
today engaged in the productive in- 
dustries should decide to retire to- 
morrow and live the remainder of 
his days on his accumulated capital, 
without bothering his brain with 
business worries, there would be 
one of the greatest slumps in the 
business world ever recorded in his- 


tory, and millions of workmen 


would be turned into the streets left 
to either beg or starve. 
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Make Your Hotel Reservation Now for 


Dedication of Warm Air Heating 
Research Residence. 


Greatest Gathering of Men Engaged in Warm Air Furnace 
Industry Will Attend—Dates Are December 2 and 3, 1924. 


OTE the fine looking group of 

men in the picture herewith ; 
the photographer certainly showed 
excellent judgment in his arrange- 
ment, from the viewpoint of well 
pressed suits, or maybe they all had 
their valets fix them up sartorially 
as well as hirsutically before the 
picture was taken. 





a 


2 and 3 it will be dedicated with 
suitable ceremonies, the event tak- 
ing place during the mid-year meet- 
ing of the association. 

If you have not already made 
your reservation for hotel accommo- 
dation, better send it in right away, 
for there will be the greatest gath- 


furnace manufacturers, 


ering of 














Members of the Research Advisory and Publicity Committees of the National 
Warm Air Heating and Ventilating Association and of the Research 
Staff. Photograph taken in Front of Nearly Com- 
pleted Research Residence. 


Anyway, you will recognize most 
of them, even if they are dressed 
up, as the members of the Research 
Advisory and Publicity Committees 
of the National Warm Air Heating 
and Ventilating Association and the 
Research Staff at Urbana, Illinois, 
where the Research Residence is be- 
ing built. 

This fine building, in front of 
which the picture was taken, is al- 
most completed, and on December 


salesmen and installers that has ever 
been held, on those days, and the 
hotels are bound to be crowded. 

Headquarters will be at the “Ur- 
bana-Lincoln,” a fine new hotel in 
Urbana, but good accommodations 
can also be secured at the “Inman” 
in Champaign. 

Here is a splendid opportunity for 
every warm air furnace installer to 
obtain an insight into the methods 
employed by Professor Willard and 
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his staff in making his tests and sift. 
ing out the data. Be sure to go. It 
will pay you. 





Here Is Good Answer to 
Question, ‘What Will a 
Good Furnace Cost Me?”’ 


In a_ series of advertisements 
which the Front Rank furnace peo- 
ple are running in farm papers, the 
following is quoted as stated by E, 
B. Langenberg : 

“What will a good furnace cost 
me.” 

“This question has been asked so 
often that I am discussing it here, | 
am going to tell you just what a 
good furnace will cost you, and also 
what doing without a good furnace 
will cost you, so you can choose for 
yourself. 

“A good furnace will cost you less 
to buy than the cheapest automobile 
on the market. With ordinary care 
the furnace will last 20 to 25 years, 
while an automobile will only last a 
few years. The cost of repairs dur- 
ing all its life will not be as much 
as the cost of repairs of an automo- 
bile during the first two years. You 
can operate a furnace for a whole 
season for what it will cost you to 
keep an automobile for one month. 


“And remember, a good furnace 
is a permanent investment that will 
add to the value of your property if 
you should want to sell it and will 
make it easier for you to find a buy- 
er. Even though a good furnace is 
the cheapest investment you could 
make, its low cost is not the big rea- 
son why you should have one. Many 
things in this world cannot be fig- 
ured in money. What is it worth to 
you in dollars and cents to have 
every room in your house comforta- 
bly heated all winter through? What 
is it worth to you, your wife and 
children, to avoid continual colds 
that so often develop into pneu- 
monia, due to overheated living 
rooms and unheated halls and bed- 
rooms? What is it worth to you to 
save your wife the drugery of car- 
rying coal and ashes through the 
clean house? 


“You cannot put a money value 
on the comforts and convenience 
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that you owe yourself and y« nar a 
ily. That is what money is for— 
to add to the happiness of living—to 
protect health and prolong life—to 
save drudgery and needless effort.” 





Economy Appeal Effectually 
Used in Selling Warm 


Air Furnace. 

Three methods of approach are 
open to furnace advertisers when 
making their appeal. They may 
either paint a picture of comfort, 
one of fuel economy or a combina- 
tion of both. 

Our opinion in the matter of se- 
quence of importance is that the pic- 
ture of comfort obtained by owning 





Your Coal Is 
Stolen 


UNLESS vour furnace delivers a maximum of 


heat with a mnie ef coal 








The Sterhng Furnaces arc scientifically built to 
vive large volumes of warm air with sinall fuel 
consumption Actual tests prove that the Stert 
mg N-P Furnace is a fuel saver The coal saved 
by its use soon pavs for a Sterling 


We have Sterling Pipeless and Pipe Furnaces to 
wit al) homes 
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V.P. Sterling furnace 


The furnace that guards 
your coal pile 


| Bradford, Conant & Co. 
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Furnace Advertisement Using Econ- 
omy Appeal. 


a warm air furnace will receive the 
vote for first place, followed closely 
by that of economy. 

People who are in the habit of 
getting the best in comfort for the 
money they spend also can be con- 
vinced that to base their decision on 
the type of heating plant they will 
buy entirely on first cost as an econ- 


omy is false reasoning. They are 
sure to take into consideration the 
element of comfort and protection 
from winter sicknesses before the 
subject of economy is at all dis- 
cussed. 

The furnace installer who uses 
comfort and protection as his initia! 
appeal is establishing a sound fun- 
damental principle which will permit 
him to build solidly as he progresses. 

The next step in his progress is, 
of course, economy of fuel. This is 
followed by construction details. 

The accompanying advertisement 
of Bradford, Conant & Company, 
taken 
Sun, has 


from the Lewiston, Maine, 
subject 


We are 


inclined to believe that this ad is 


introduced the 
from the economy basis. 


one of a series, the first of which 
dealt with the comfort feature. <A 
slightly smaller border would have 
been more effective in directing at- 
tention to the ad. 


Cautioning Furnace 
Owners Against Delay- 
ing Furnace Cleaning. 

Simplicity is the greatest single 
factor in business today. The large 
corporations doing a national and an 
international business have been able 
to build up these gigantic organiza- 
tions only because they recognized 
the necessity of simplifying each de- 
partment so as to eliminate the com- 
plications arising from so great a 
growth. 

Some warm air furnace installers, 
too, have entered upon a policy of 
simplification. 

The accompanying advertisement 
of Roland & Beach, Richmond, In- 
diana, indicates what we mean by 
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simplicity. It is an appeal to the 
home owner to have his furnace 
cleaned and put in order. 

This appeal, of course, appeared 
furnace man was least 
busy and consequently best able to 
give the furnace a thorough over- 


when the 


hauling. 

Simplicity in advertising the fur- 
nace business will do more to build 
it up than all the so-called stunt ad- 
vertising that could be crowded into 
the copy. Time the advertisement 
well and tell the customer what you 
want him to know quickly. That’s 
simplicity in advertising. 





International Heaters 


Now Carried in Stock in 
Detroit, Michigan. 

In order to serve more efficient- 
ly installers of International heaters 
in and near Detroit, Michigan, the 
company has established a branch 
warehouse and sales office at 3962 
Cass Avenue, Detroit, with Frank 
Ie. Farrar in charge. 

Mr. Farrar has a large acquaint- 
ance and a high reputation as a heat- 
ing engineer in Detroit and installers 
will thus have the added advantage 
of his practical knowledge in solv- 
ing their installation problems. 


Northern Institute, Offers Courses 
in Accounting and Advertising 
for Heating Men. 

Two new courses have been added 
to those already offered by the 
Northern Institute, 5713 Euclid 
Avenue, Cleveland, ‘Ohio—a com- 
mercial course, dealing with ac- 
counting and cost finding, and an 


advertising and merchandising 





any time now. 
smoke pipe put up are ready. 


it’s the best. 





Phone 1611 


l THE WISE ONES ARE READY NOW 


The damp chilly winds of autumn are liable to be felt most 
Those who have had the old furnace cleaned and 


If you have not had this done, better not put it off much 
longer, or else don’t complain if the furnace man does not get, 
to your job immediately after you call him. 

If you need a new furnace, just buy a FRONT RANK, because 


ROLAND & BEACH 








32 N. 7th St. 


Roland & Beach Tell Furnace Owners When to Prepare for Cold Weather. 
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course in which the matter of locat- 
ing prospects and making them into 
customers is taught. 

Each of these new courses is 


planned for periods of three to four 
months. Special introductory prices 
are offered. Those interested may 
write for further details. 


How Chicago Installer Used Carnival to Sell 
Nine Furnaces in One Week. 


Charles 0. Foedisch & Son Demonstrated Smoke Consuming 
Feature and Let People Know That They Were Alive. 


OME time ago an article was 
published in AMERICAN ArTI- 
SAN showing how Charles O. Foe- 
disch & Son overcame the competi- 
tion of a concern which sells a 
contraption that they call a furnace 
at very low prices. 
In the following we show some 


SYSTEMS 
(BURNING SOFT COAL 
x waste most of the 
heating value of the 
coal, The soot discol- 
ore everything. 












of the ways in which this progres- 
sive firm of installers locate pros- 
pects and develop them into actual 
customers. 

Early in October there was a 
“Carnival Week” in the neighbor- 
hood around North Larrabee and 
West North Avenue in Chicago, 


? 


OUTSIDE 
DEMONSTRATION 


During, North Avenue 
Carnival Week 


OCT. 4th to llth } 


COME AND BE | 
CONVINCED 
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The SUPER-SMOKELESS Furnace burns cheap soft coal 


without filling the ncighoorhood with smoke and soot. 

The smoke is consumed as fucl by the scientifically designed 
furnace. All the gases and carbon in the fuel are utilized forthe 
generating of beat. 

You burn less coal to heat your house with the SUPER- 
SMOKELESS and you also get rid of the disagreeable smoke — 
something no other furnace can do. 

SUPER-SMOKELESS Furnaces sold and installed by 





CHAS. FOEDISCH & SON 


AGENTS AND INSTALLERS 


5111 W. NORTH AVE. 


MANSFIELD 1638 


Also Manufacturers of the FoSon Lilly Loud Speaker 


12 Reasons Why FoSoN Lilly Clear Speaker 8. 


is Superior. 


True, Natural, Mellow Tone. 


2. No Metallic, Tin Horn, or Bla Sounds. 

3. Original and Scientific in construction. 1@ | - 
4. Use any unit. _ 1" 
5. Light in weight; 24 oz., 17” high. $8.50 

6. Beatiful in design and finish. - 
7. 


Sound amplified in all directions. 


Oscillating cone, acts same as sound- 
ing board on a piano. 


Compact, can be reduced to a cenical 
shaped space less than 9 inches, 
by removing 3 units and base. 


Non-breakable, Low in Price, High in 
Quality. 


Sound Waves travel their natural 
course, not broken by bends or 
turns. 


Satisfaction guaranteed 
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Newspaper Advertisement of Furnace Demonstration. 
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and Charles O. Foedisch & Son ar. 
ranged to demonstrate the smoke 
consuming feature of the furnace on 
which they specialize during this 
carnival, so they placed one of their 
furnaces in a vacant lot near a Street 
intersection, built a fire in it ang 
let people see for themselves how 


————__ 





a 





Fred Gottschalk Explaining Smoke 
Consuming Features of Furnace. 
Charles O. Foedisch in 
Background. 


little smoke went up the chimney. 
Fred Gottschalk, the Utica heater 
salesman, was present to help them 
with the demonstration. He will be 
noticed in the small picture on this 
page. 

To make sure that the folks in 
the neighborhood and others visiting 
the carnival would know of the dem- 
onstration, they rigged up their auto 
truck, as shown in Figure 3. This 
truck was driven around all day and 
attracted much attention. 

They also ran advertisements in 
the local papers like the one shown 
in figure, which is copied from the 
Austin Booster, in which it occu- 
pied a full page—914x7 inches. 

Did the results justify the effort? 

During the seven days, nine in- 
stallations were actually sold and 
enough names of live prospects se- 
cured to give a salesman plenty to 
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do for several weeks following them 
up. A number of sales have come 
as a direct result of the follow up. 

And, incidentally, Charles O. Foe- 
disch & Son are now known in 
their locality as the real live furnace 
men, who not only know how to 


That person is primarily interested 
in his own comfort and welfare, 
and, therefore, the appeal should be 
made in the advertisement which 
will most nearly satisfy that person’s 
craving for comfort. 

It is also thought that not enough 
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CHAS.O.FOEDISCH 


W. Aorth Ave | 
¢ GENERAL * 


SHEET METAL WORKS 
SEE DEMONSTRATION 
HSUPER SWOT 
junto Nt g 


Spark Plug and the Foedisch Advertising Truck. 


sell furnaces, but also how to do a 
good job of installation, which, of 
course, is the foundation for a pros- 
perous furnace business. 


In the advertisement there is also 
an announcement of the “SofoN”’ 
loud speaker, which is an invention 
of Foedisch, Jr., and which is said 
to be a considerable improvement on 
the ordinary type of loud speakers. 





Richmond, Indiana, Installer 


Tells the Why of Warm 
Air Furnaces. 


The accompanying advertisement 
was taken from a Richamond, In- 
diana, local newspaper. 

The aphorism answering the ques- 
tion, “Why a Front Rank?” is well 
taken so far as it goes. However, 
the lead could have been very ef- 
fectively followed up by stating the 
comfortable feeling of assurance the 
owner could derive in knowing that 
he was making his dwelling com- 
fortable in the coldest weather at 
the minimum of expense and labor 
to himself. 


The advantages of a warm air 
furnace should always be connected 
in some way with the personal com- 
fort and convenience of the owner. 


attention is paid to the feature of 
maintaining the humidity of the air 
at the proper level. This is one of 





Why a Front 
Rank? 


Because it is a furnace 
| that will deliver more 
heat with less fuel; eas- 
ier to handle, cleaner 
and will last longer than 
most furnaces. 

Ask your neighbor, ‘he 
has onc.: 





Roland & Beach 
Ph. 1611 32N. 7th St. 





Roland & Beach Do a Bit of Furnace 
Advertising. 








the biggest features of a warm air 
furnace and more advantage should 
be taken of it. 


If you think no acquaintance and 
no trade paper can tell you anything 
about running your business, you 
are going to seed and you need ad- 
vice more than you know. 
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Notice! Big Directors 
Meeting Will Be Held 
November 4th. 


The biggest and most important 
directors’ meeting of all time will 
be held on November 4th to elect 
the President of the most important 
organization on the face of the 
earth. If you registered on Octo- 
ber 4th or 14th you are qualified 
to help elect that president. If you 
believe in the ultimate triumph of 
right and fairness in government 
you will not neglect your civic duty 
at the coming presidential election. 
We ask you to vote accordingly as 
the dictates reason and mature judg- 
ment guide you, but we do ask you 
to vote. 





Postmaster Required to 
Correct Mailing List. 


Under an order issued by Post- 
master General New on July 29 local 
postmasters are required to correct 
mailing lists at the request of the 
owners. The expense of such cor- 
rection and revision is to be borne 
by the owner, which will be at the 
rate of 60 cents per hour. 

Corrections shall consist of cross- 
ing off the names of persons to 
whom mail cannot be delivered or 
forwarded, the addition of correct 
street names and local street, rural, 
or postoffice box numbers; the cor- 
rection of initials where there ap- 
parently has been a bona fide inten- 
tion to write a name known to the 
owner of the list ; and the indication 
of the head of the family, if known, 
when two or more names are shown 
for the same address. The new ad- 
dresses of persons who have re- 
moved to the delivery of other post 
offices shall be furnished when re- 
liable permanent forwarding orders 
are on file. New names shall not be 
added to a list. 

This action is taken with a view 
of obviating the additional and use- 
less expense entailed by insufficient, 
incorrect, and illegible addresses. 





Political parties never improve 
until the members of that party im- 
prove. Work within your own party, 
whichever it is. 
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Nickel Zinc Readily Adjustable to the Making of Was), 
Tubs and Dough Mixers. 


Kothe Illustrates Method of Making Side, 
End and Cover Patterns for Mixing Tubs. 


Written Especially for AMERICAN ARTISAN by O. W. Kothe, Principal, St. Louis Technical Institute, St. Louis, Missouri. 


HE introduction of the electric 
washing machine has brought 
with it many other household con- 
veniences, such as special tubs set 
up on castors—similar to those 
shown in the illustration—which fa- 
cilitates moving them to any part 
of the laundry with little or no ef- 
fort. Such tubs as these can be 
made of nickel zinc, although the 
present practice is to make them 
largely of galvanized iron or copper. 
Such tubs are also used to a great 
extent in bakeries and ice cream 
cone factories. Those used in the 
latter factories have mixing paddles 
passing through the long way, the 


dough being mixed by revolving the 
paddles. 

Nickel zinc is almost indispensa- 
ble for such work, for the simple 
reason that galvanized iron turns 
black in a short time, while copper 
is always a risky vessel to use unless 
it is thoroughly cleaned before and 
after being used, because of the poi- 
sons generated. <A _ heavy nickel- 
coated zinc sheet is of special serv- 
ice ; it is easy to keep clean and does 
not generate poisonous elements so 
readily. 

These tubs are supported by angle 
iron posts and braces similar as our 
drawing shows. The tank or tub is 
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APOLLO NICKEL ZINC. 
POLISHED SURFACE 


SIDE ELEVATION 
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Patterns for Washing Machine Tub. 


made semi-circular at the bottom 
with straight sides and ends—so jt 
is just largely straight work. The 
end elevation is already a pattern, 
only edges for double seaming as at 
W must be allowed extra. The body 
is laid out to suit the bends and 
curve of the ends as in the girth pat- 
tern X. It is the cover that offers 
the most work in developing. 

Our elevations show that the sides 
slope to an apex over the center, and 
so we can nicely develop this by the 
sweep method. A half plan is drawn 
with the hip lines in place as A’-h- 
b’, and then h’-t’ is squared at 90 
degrees to A’-h’, making it the de- 
sired height of cover, or 4 inches in 
this case. Then line A’-t’ will be 
the true length of hip. Set dividers 
to this radius A’-t’, and using any 
place as h” as center, describe a cir- 
cle. Reset dividers or trammel 
points to C-B of side elevation, 
which is the length of side, and set 
this length as A”’-C”. Next pick 
the width as A-B and set as A”-B” 
and as C”-B”. Then reset to the 
length of the side C-D and set as 
B”-D”. 

Join these points with lines and 
drawing to the apex h” as center, 
and we have the distance B”-D” to 
cut out. In our case, the slope is 
quite shallow, so only a small slit 
need be cut out. But if the slope 
were more pronounced, this cut B”- 
D” would be greater. On the out- 
side of this pattern edges must be 
allowed for enclosing the rim. The 
rim for such work is made in four 
pieces and soldered at the corners. 
Where the flange of rim is large 
rivets are used to join the corners, 
and sometimes special metal cor- 
ners are filled in to stiffen the rim. 

The end on which the faucet is 
placed is lowered, where such tanks 
or tubs are made for heavy fluids, 


7. 
aXe 


similar to diagram “M” and “N 
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Here the gutter slope is started on 
the opposite end from the center of 
the bottom, and on the faucet end 
the gutter has a slope of r-s in “M” 
drawing. In such examples,, the 
ends are already patterns, but the 
body must be developed by working 
from a center bottom line -r- and 
then measure the girth as r-s-t on 
each side. This will give the girth, 
and, although some of this should be 
triangled, still the discrepancy is not 
enough in most cases but what a 
little trimming will set the ends 
straight. 

The angle iron reinforcements 
are put on as becomes the job, but 
usually 4 by 1%xl1% angle bars 
are used. Large flatheaded rivets 
are used on the inside and riveted to 
the angles. These are later soldered. 
Where extra stress is required, it is 
best to place an extra heavy clip 
under each rivet so as to give added 
strength for bearing power. Along 
this line many household conveni- 
ences can be made with a view to 
length of service as well as reducing 
the work for the housewife. 


Here's Scott's Solution 
to Harry Frye’s Problem 
of October / 8th. 


Our issue of October 18, page 32, 


carried a problem by Harry Frye, in 
which he wanted to know the area 
of a circle, the specification of which 
were given at that time. 

William Scott, of Juniata, Penn- 
sylvania, of whom we have all heard 
before, worked out a solution to the 
He refuses, however, to 


problem. 





say whether he used dynamite or a 
boxwood rule in gaining his solu- 
tion, but he does show his completed 
work in a diagram and by the fol- 
lowing computations : 

Area of small circle, 201.0624. 


Hence, r? x 3.1416 — 201.0624. 
Whence, r? = 64, r = 8 inches. 
By Measure or Computation. 

Arce A E S = 46,495 inches, 
which is 36.9 per cent of circumfer- 
ence AE CD. Taking this rough- 
ly as 37 per cent, the area of the 
section A E C G equals .37 of area 
of circle A E C D. 

20? x 3.1416 = 1256.64, area A E 
C D .37 of 1256.64 = 464.95, area 
of the sector A EC G. 

Semi-chord F C = /y 20? — 
= 18.33. 

Area of triangle A CG = 8 x 
18.33 = 146.64. 

Segment A E C = 464.95 — 
146.64 = 318.31. 

Segment A C D = 1256.64 — 
318.31 = 938.33. 

2 x 938.33 = figure D A B C = 
1876.66, including small circle, 
which must be subtracted, leaving 


1675.5976. 





Gunton Uses Trigonometry and 
Other Mathematical Trimmings 
to Solve Frye’s Problem. 


The problem presented by Harry 
Frye on page 32 of our October 
18th issue is solved by Edward 
Gunton, of the engineering depart- 
ment of R. J. Schwab & Sons Com- 
pany, as shown in the following : 

Mr. Gunton’s Solution. 
To AMERICAN ARTISAN : 

The following is a solution to 
Frye’s problem as printed in the 
October 18th issue of your maga- 
zine : 

In order to arrive at the area of 
DN EL, it is necessary to find the 
areas of segments L S N and L M 
N, and substract the sum of these 
from the combined areas of circles 
DNSLand NELU. To find 
the area of segment L D N, the 
area of M N S L will have to be 
found, and the area of triangle N M 
L. subtracted from it. 

Since the area of circle N P Y W 
is known to be 201.0624 square 
inches, its radius, or the line M R, 
will be found to equal 8 inches. 
With MR found to be 8 inches, and 
M N known to be 20 inches, the line 
R N will be found to equal 18.33 
inches. 
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Now, by working with the tan- 
gent of angle A, it will be found 
that angle A is 66° 25’ 17”, and, 
therefore, angle B is 132° 50’ 34”. 
Since angle B is 132° 50’ 34”, and 
M N is known to be 20 inches, the 
area of sector M,N L, which equals 
463.71 square inches will be found. 
The area of triangle L M N is 
146.64 square inchés, and by sub- 
tracting that from the area of sec- 





Aree of Cirche AIP (3 NMEA dy im, 
Radi of Ciretes NIMS ¢MELU 43 atin 


tor L M N, segment L S N will be 
found to equal 317.07 square inches. 
The area of circle N E L U will 
equal 1256.64 square inches, and by 
multiplying that by two and sub- 
tracting twice the area of segment 
LS N from it, the area of figure 
D N E L will be found to be 
1879.14 square inches, including cir- 
cle M W Y P. The figure D N EL, 
not including circle N W Y P, will 
be found to be 1678.0776 square 
inches. 

Yours very truly, 

EDWARD GUNTON, 
Engineering Department, 
R. J. Schwab & Sons Company. 

Milwaukee, Wisconsin. 


Keith J. Evans on Two Important 
Committees of Engineering 
Advertisers’ Association. 

Keith J. 
vertising for Joseph T. Ryerson & 
Son, and one of the best known in- 
dustrial advertising men, has been 
chosen to serve on the Committee on 
Advertising Costs and also as chair- 
man of the Editorial Committee of 
the Engineering Advertisers’ Asso- 


Evans, director of ad- 


ciation. 

Your actual standing in the busi- 
ness world is based not on what you 
think you have been doing, but on 
what you have actually done and 
can prove with figures. 
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Frank Harrison Tells Harry Frye a Few Things 
About Hunches, Guesses, Jobs and Losses. 


Illinois Sheet Metal Contractor Makes Plea 
for Greater Efficiency in Estimating of Jobs. 


F SOME of these days Harry 
I Frye and Frank Harrison meet 
in a cylindrical tank we may either 
hope to see the problem of the 
squared circle solved or fear that 
both will be dead. Let us cling to 
the hope. 

Herewith follows Frank’s answer 
to Harry’s problem on page 32 of 
our October 18th issue: 


To AMERICAN ARTISAN : 
Mr. Frye in his zeal to come back 





at me, got me wrong in a place or 
two. I hope he was not seeing’ things 
as a result of his misunderstanding 
of my pun on Volsteadism. I did 
not recommend an anti-Volstead- 
opathic prescription  (bottleful 
doses) either for the ills of our craft 
or for others whose constitution has 
become impaired and needs further 
amendment. I merely spoke of the 
unanimous opinion of the patients 
of that school of medicine, that the 
best doctors of the school prescribe 
their tonic by the bottleful. But the 
best doctors of other schools, and 
that includes the doctors of the sheet 
metal and furnace business, pre- 
scribe their medicines in smaller 
doses. Nor did I say the carnival 
should pack up and leave. That’s 
up to the editors. They grant the 
concessions. What I thought was, 
that it really had packed up, but 
now I know that our balmy October 
has been balming in sunny Tennes- 
see also, hence, the carnival gives a 
return engagement. 

Now, Mr. Frye, don’t be peeved 
if I shorten the show, or knock off 
the gate receipts by copping the cap- 


ital prize right off the bat. But 
AMERICAN ARTISAN has given me a 
perfectly good admission ticket and 
I want to play on your area prob- 
lem. I know there is a catch in it 
somewhere. That’s why I’m stick- 


ing around. 

‘“Neubecker and Hopp”: are no 
help in this case just as they are no 
help in estimating the labor on a tin 
roof. So I'll use the customary 
authorities of the typical estimator, 
namely experiments, —_ hunches, 
guesses and erroneous findings. 

Hunch No. 1—Mr. Frye has ar- 
bitrarily taken those particular cir- 
cular measures because of a pecu- 
liar mathematical relation. 

Experiment No. 1—Complete the 
two uncompleted circumferences 
and with dividers do a few jazz 
steps and a hesitation or two on the 
circumferences. 

Erroneous Finding No. 1—Divid- 
ers set for three even steps on the 
small arcs A B, makes the remain- 
ders of the circumferences in five 
more steps each. “Eureka! I have 
found it!” 

Guess No. 1—There are now 
three equal areas in my figure so the 
area of your Figure 2 in one and 
one-half times the area of a 40- 
inch circle minus the little 16-inch 
circle, which is 1256.6 + 628.3 — 
201.06 = 1683.84 square inches. 

Wrong? Well, I rather suspect- 
ed it was, Harry. It makes a fel- 
low feel like the old colored deacon: 
He had been overworking his other 
calling of sacking chicken roosts 
just prior to his “being born again” 
in the camp meeting that was in 
progress. In the excitement the old 
deacon conceived the idea that 
Judgment Day was near at hand, so 
he climbed upon a haystack for a 
point of vantage, to await the great 
trumpeter summoning him before 
the final court, and true to his Afri- 
can nature, he was soon sound 
asleep. Two devilish boys fired the 
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haystack and then blew mighty 
blasts on a campaign horn they cay. 
ried. The old darkey awoke with 
these words on his lips, “Dere sure 
nuf am Gabriel wif his horn, ang 
I’m in hell, just as I expected!” 

And that’s just how a fellow feels 
when he goes out with a little ex. 
perimental data, some hunches, and 
some guesses to figure a job, maybe 
gets it, and when it’s all done and 
checked up, he sorter finds himself 
“in hell, just as he expected.” And 
throughout his career as a sheet 
metal estimator he is continually 
flirting with this dire destiny, be- 
cause he has no authority better than 
himself to go to. That’s why I in- 
sist that AMERICAN ARTISAN de- 
vote some space to estimating, and 
that we have a few “serious mind- 
ed” people contributing to it. 

Now, here’s the method in my 
madness in submitting an eroneous 
solution to your problem. It’s illus- 
trative. I’m free to confess that I 
exhausted my ready knowledge of 
mathematics on it. Were I as han- 
dicapped in mathematics as many 
others and myself are handicapped 
in the uncertain and undeveloped 
present day science of estimating, 
I’d have to give it up, or experiment 
and hunch and guess and prove and 
disprove for an unknown number of 
hours probably. But the science of 
mathematics is no such imperfect 
science. It measures the distance to 
yon far North Star, some forty 
light-years away, and does it more 
accurately than the average estima- 
tor can estimate the labor required 
in hanging 150 feet of gutter on the 
ordinary dwelling. That’s because 
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men have studied and preserved for 
centuries the tested and proven laws 
of mathematics which they have dis- 
covered. It’s, therefore, a simple 
little matter to turn to a book of 
reference in mathematics and find 
these two rules. 

“The area of a segment of a cir- 
cle is found by subtracting the area 
of the triangle which is formed by 
the chord and the two radii at its 
extremities, from the area of the 
sector determined by the same 
radii,” and 

“The area of a sector of a circle 
is found by multiplying the area of 
the circle by the number of degrees 
in the arc of the sector and dividing 
the product by 360.” 

Nothing more is needed now, 
Harry, but knowledge of common 
arithmetic, the possession of suffi- 
cient measures for the chord and the 
degrees of arc. I’m shy a protrac- 
tor so will have to solve in terms 
of one unknown quantity to which 
I'll assign your old standby, Mr. X: 

Area of one 40-inch circle = 
1256.6. square inches. 

Area of two 40-inch circles = 
2513.2 square inches. 

Area of one 16-inch circle = 
201.06 square inches. 

Chord A B scales = 36.8 inches. 

Number of degrees in either arc 
AB = X. . 

Solving : 
1256.6X 


Area of one sector A B = 





360 
or 3.49X square inches. 

Area of triangle A B C = 36.8 
times 4 or 147.2 square inches. 

Area of segment A B : = 3.49X 
square inches minus 147.2 square 
inches. 

Area of 2 segments = 2 (3.49X 
—147.2) square inches. 

Therefore, the figure to be solved 
has in area 2513.2 — 2 (3.49X — 
147.2) — 201.6 square inches. 

Measure the arc someone who has 
a protractor, substitute for X in the 
above and grab Harry’s money. 

In passing, let me state that what 
makes me so: cock-sure about the 
tank problem is this: When I first 
saw it I remarked to a fellow work- 
man that I could solve it. He was 


skeptical and a banter resulted in 
which finally, he was to draw three 
such circles on a sheet of iron diam- 
eters not to be known to me, and 
under conditions of the problem I 
was to find the diameters within 
one-quarter inch which allowed 
about 3 per cent error. With drafts- 
man’s dividers and a scale rule grad- 
uated to the 50th part of an inch, I 
carefully applied my geometrical 
proof as submitted with about a 15 
per cent error resulting. I was sat- 
isfied with just one circle. If ever 
in my ramblings I find three such 
tanks, I’m going to get out a forth- 
with subpoena, summons, warrant 
and extradition—whatever it takes 
—and have Harry dropped in there. 
Better be prepared with a lot of 
lunches, Harry. 


Your solution of the equation a? 
= x* + x? — 2xm, expressly for 
me—thank you—is, I am sorry to 
say, clear as mud. But never mind 
further elucidation, for I have prov- 
en to my own satisfaction geometri- 
cally, that the equation is true. Per- 
haps the printer, poor man, pied 
things a bit. It’s a wonder he isn’t 
driven to anti-Volsteadopathic treat- 
ment. If some Saturday our AMER- 
ICAN ARTISAN comes off the press 
with all the signs and symbols in the 
type cases stirred in, we'll know that 
Harry has accomplished the worst. 
Please, O please, Harry, stay out of 
calculus and Einstein’s theory of 
relativity. 

Now, why does a good tight knot 
in the pig’s tail keep him from go- 
ing through the fence? Does he sit 
down and spend the rest of his life 
unknotting the problem you have in- 
flicted upon him? Well, I’m not 
merely going to emulate the pig. 
While unknotting this area problem 
I’m also going through the fence by 
making this my last appearance in 
your magic department, lest I en- 
courage you to cross word puzzles. 
Ta ta, Harry. 

FRANK HArrIsONn. 
Kenilworth, Illinois. 





Simplicity of manner is the last 
attainment. Men are very long 
afraid of being natural, from the 
dread of being taken for ordinary. 
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William Scott Finds Sheet 
Metal Man Condemned to 
Death by King. 


William Scott, 201 Eighth Ave- 
nue, Juniata, Pennsylvania, was am- 
bling slowly down the avenue of his 
home town one evening after a hard 
but successful day’s work. What 
his objective was — whether in 
search of something with which to 
quench a perfectly normal pre-Vol- 
stead thirst or not the Editor is not 
free to conjecture—but whatever his 
original purpose was, it never came 
to fruition, because he was suddenly 
attracted by sounds of moaning and 
groaning similar to those uttered by 
a person in great distress. 

Directing his footsteps toward the 
place from which the sounds issued, 
he found a sheet metal worker sit- 
ting on a door stoop sobbing his 
heart out. 

When asked the reason for his 
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distress, the sheet metal man replied 
that he had just been condemned to 
death for failing to give a furnace 
enough breath. 

Mr. Scott then asked if there 
were no way in which a reprieve 
could be obtained; whereupon the 
man replied that there was; that the 
king of the country had given him 
one chance for life. This king agreed 
to grant him a pardon if he would 
construct a rectangular tank three 
feet deep and braced at the top and 
bottom with six rods of intregral 
length as shown in the diagram. 

The king imposed the following 
conditions which our ,sheet metal 
man was unable to carry out, hence, 
his distress : 

1. The braces, measuring length, 
width and diagonal, are to be of in- 
tegral length; that is, a length with 
no fractional parts of an inch or 
foot. . 

2. The tank is to be twelve feet 
long. 
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3. The smallest possible amount 
of material is to be used. 

Problem: Find the width of the 
tank. 


Gerock Brothers, St. Louis, Get 
Out Folder on Sheet Metal Orna- 
ments and Statuary. 


Gerock Brothers Manufacturing 
Company, 1252 South Vandeventer 
Avenue, St. Louis, Missouri, makers 
of fancy sheet metal ornaments and 


building decorations, have revised 
and issued a folder illustrating some 
31 of their many ormanetal prod- 
ucts. 

The folder, as is explained there- 
on, is only small representation of 
the total number of products made 
by the company—a little salt, as it 
were—indicative of the work to be 
found in the general catalog of or- 
namental work for cornices, cano- 
pies and building fronts made by 
the company. 


Hollow Metal Frame Window Withstands One 
Hour Attack of Fire of 1700 Degrees. 


Test Made by Underwriters’ Laboratories 
Shows Great Fire Resistance of Sheet Metal. 


HE Editor of AMERICAN ARTI- 

SAN recently witnessed a test 
which demonstrated again the great 
fire resistance that building material 
properly made of sheet metal pos- 
sesses, as compared with other ma- 
terials. 

The test, which was made by the 
Underwriters’ Laboratories in Chi- 
cago, was of a hollow metal window 
frame, made of 16-gauge galvan- 
ized sheets, the window having been 
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manufactured by the Consolidated 
Sheet Metal Works, Milwaukee. In 
the accompanying illustrations are 
shown views of the exposed sides of 
the window before and after the 
fire and hose stream test. 

The investigation was designed to 
determine the resistance afforded by 
the window to the spread of fire 
originating on the outside of the 
building ; the protection afforded to 
the contents of an adjacent compart- 
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ment against fire and water damage: 
and the ability of the window to re. 
tain its shape under standard test 
conditions. 

The window was placed in such 
a position as to form one side of the 
testing furnace and was subjected to 
the application of flame for one 
hour. The furnace temperature ap- 
proximated those specified by the 
Standard Time-Temperature Curve 
and ran up to 1700 degrees Fahren- 
heit. The action of the window yn- 
der fire was noted at 5-minute inter- 
vals throughout the test. 


No flame passage to the unex- 
posed side of the sample was no- 
ticed before the 25-minute period. 
At this time an intermittent passage 
of furnace flame was noticed at 
the south end of the meeting rail, 
At the 35-minute period the volume 
of flame passage at this point had 
become greater and at the 50-minute 
period the passage of flame at the 
meeting rail was constant and ex- 
tended over practically the entire 
width of the rail. No flame passage 
at any other point on the sample was 
noticed during the test and at no 
time did the amount of flame pas- 
sage at the meeting rail become 
worthy of extended comment, as the 
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View of Exposed Side of Hollow Metal Frame Window Before and After Fire and Water Test. 
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maximum length of flame on the un- 
exposed side did not exceed 6 
inches. 

The window was bent and dis- 
torted somewhat, and probably ren- 
dered useless by the test, but the 
fact remains that until a direct 
stream of water was thrown from a 
11-inch nozzle at 30 pounds of 
pressure at a distance of twenty 
feet, at the end of the fire test the 
wire glass stayed in the frame, and 


goods stored in a room protected by 
such windows would not be ignited, 
if more than 30 inches away from 
the window. 

The Burlington Railroad office 
building in Chicago was gutted by 
a fire that started in a row of old 
buildings across the street, and the 
reason was that the entire street 
frontage of the Burlington building 
was equipped with sash 
windows. 
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Here Is a Revised List of Sizes, Gauges and 
List Prices on Galvanized Roofing Accessories. 
The Sizes and Gauges Named Are Those Which 


Were Recently Adopted in Aillantic 


S ANNOUNCED on page 27 

of our October 25th issue, 
there has been a revision of sizes, 
gauges and list prices on galvanized 
eaves troughs, conductor pipes, 
ridge rolls, gutters and formed val- 
leys, the new lists being effective as 
of November Ist. 

We publish these new list prices 
as a matter of news, the understand- 
ing being that the prices are not 
“warehouse prices,” such as are 
quoted in pages ?? to ?? of this 
issue : 

Piain Round and Round Corrugated 
Conducter Pipe. 


Size 29Ga 28Ga 26Ga 24Ga 
2 inches ...... $ .17 $ 18 $ 23 $ .33 
3 inches ...... .19 .20 24 34 
4 inches ...... 2 28 34 46 
5 inches ...... .37 39 46 .60 
6 inches ...... .46 50 58 ey 


Note: 1%-inch plain pipe same list as 
2-inch size. 


Square Corrugated Conductor Pipe. 


Size 29Ga 28Ga 26Ga 24Ga 
2 inches ...... oe 23 $ .29 
3 inches ...... 23 24 30 $ 40 
4 inches ...... 30 Jl 38 50 
5 mches ...... 40 42 50 65 
Ridge Roll. 


Girth. Roll. 29Ga 28Ga 26Ga 24Ga 
7 in. 1% in...$ .15 $ .16 $ .21 

8 in. 1% in... .17 BSB 2°32 
10 in. 2) in... .19 20 24 34 
12 in. 24% in... .24 25 31 40 
14 in. 3) in... .30 32 40 50 


Roof and Box Gutters, All Styles. 


Girth. 29Ga 28Ga 26Ga 24Ga 
8 inches ..... $ .17 $ .18 $ 23 $ .32 
10 inches ..... .19 .20 .24 34 
12 inches ..... .24 25 31 40 
14 inches ..... 30 32 40 50 
15 inches ..... 33 35 43 53 
18 inches ..... 40 42 50 .60 


20 inches ..... 46 48 58 68 


City. 


Single Bead Lap Joint Eaves Trough. 


3% inches ....$ .15 $.17 $ .21 

4 mcohes ...... 17 19 a Ss 2 
fo ee .20 24 34 
6 inches ...... .24 25 31 40 
7 inches ...... 30 32 40 50 
8 mecnes ...... 40 42 50 .60 


Double Bead Lap Joint Eaves Trough. 
S24: 32 3a 


3% inches ... 


4 inches ...... .24 Ww .’ 30 $ .44 
5 inches ...... .26 27 32 45 
SO 33 40 Bs 
i. a 39 50 .60 
8 inches ...... 47 50 60 70 


Single Bead Slip Joint Eaves Trough. 


went ainae aaa [$8 $a 
breveceneawesis 19 21 25 : 
ep maiiemae ads 21 .22 26 36 
EON rn ee .26 27 33 42 
Kabsieh dient eine 32 34 42 52 
AG eam crs. an 44 52 62 
Double Bead Slip Joint Eaves Trough. 
irre © Fee 
RE Ce oe ae .26 27 32 § 
.28 .29 34 47 
33 35 42 57 
UGS etc eecaecae 39 Al a= 62 
Oko ne Oe 49 52 62 72 


Discontinued sizes: 

3-inch and 4%-inch eaves trough. 
24-inch and 3%-inch plain conductor. 
Formed valley same list as gutters. 


Does Your Sales Department 
Rule the Credit Department? 


A recent argument for placing 
the sales department over the credit 
department indicates that the man 
who wrote this argument saw but 
one side of the situation, says J. H. 
Tregoe, executive manager, Nation- 
al - Association of Credit Men. 
He was not aware of the place 
the credit department has made 
for itself in the business struc- 
ture. He does not understand that 
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the cerdit department must be in 
a position to work out independent 
conclusions. In recent failures I am 
sure the responsibility for mistakes 
rests not in the credit department, 
but in its overruling, and, in fact, 
that business policies were adopted 
in which the credit department had 
too little to say. 

“We want volume,” is the word 
that goes from the executive to the 
sales department and right through 
to the credit department. But vol- 
ume obtained at the expense of 
sound credit principles has dragged 
many a business down. 

Between the departments of an 
enterprise there should be no boss- 
ing, but merely a thorough-going 
coordination. In every enterprise 
the final word must, of course, rest 
with some one person. But if that 
person be wise he will permit each 
department as much freedom of 
movement as possible, provided each 
is properly manned. He will not 
override the judgment of a manager 
of any important department. 

Back of the decision of the credit 
executive should be firmness and 
thorough-going knowledge of the 
situation. To override the credit 
executive's decisions merely for vol- 
ume’s sake or to meet the whims of 
another department, is to destroy the 
abilities of the credit department in 
helping build up a business. 

It ought to be unnecessary to dis- 
cuss seriously the question of the 
sales department standing over the 
credit department. If the business 
is to-be safe, the credit executive 
must be master in his domain. If 
mistakes are to be prevented and 
the business is to be under proper 
control, let us have such coordina- 
tion and such wise general direction 
that no department will feel that it 
is being ruled over by another de- 
partment. 





I do the best I know, the very 
best I can; and I mean to keep right 
on doing so until the end. If the 
end brings me out all right, what is 
said against me won’t amount to 
anything. If the end brings me out 
wrong, ten angels swearing I was 
right would make no difference. 
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The Potential Market for Sheet Zinc as Applied 





to Roofing in Its Several Forms. 


Zinc Producer Discusses Possibilities of 


Developing Demand for Zinc Roofing. 


T THE annual meeting of the 
American Zinc Institute, which 
was held recently in St. Louis, Carl 
Y. Semple, of the Early Bird Mine, 
Oklahoma City, read the following 
instructive paper on “The Potential 
Market for Sheet Zinc as Applied 
to Roofing in Its Several Forms’’: 


The Potential Market for Sheet Zinc 
as Applied to Roofing in Its 
Several Forms. 


I will tell you there is a market 
all around us that the present mills 
could not begin to supply if it was 
properly developed. 

The people of Kansas and Okla- 
homa are not different from the rest 
of the population, except that they 
have been in worse shape financially 
than most of the country during the 
past two years. I know we have 
been able to sell zinc to them, and 
that we shall continue to sell it to 
them in increasing quantities. If 
zinc can be sold in Kansas and 
Oklahoma, it can be sold in the rest 
of the states. 

There are four ways to use sheet 
zinc in connection with roofing. (1) 
The standing seam, (2) the batten 
type of flat sheet roofing, (3) the 
formed roofings in shingles and tile, 
and (4) in gutters and downspouts. 


We have used the batten type on 
a number of porches and flat parts 
of buildings, and have covered one 
apartment house. We had a build- 
ing of 75 squares and one of 275 
squares sold on this type, but, when 
the plans came in, we decided not to 
take the jobs. We have sold con- 
siderable guttering and downspout- 
ing, and five tile roofs. I do not 
care to go extensively into these 
forms until I know more about 
them. 

We all know they have been used 
extensively in Europe for many 
years. Anything they can do over 
there we can do here, and do it bet- 
ter if we really set ourselves to the 
job. 


Our main effort has been in the 
sale of zinc in the form of shingles. 
Unfortunately, the design of the 
first shingle was incorrect, and this 
did not develop until a great many 
had been applied. This occasioned 
very serious losses. We then en- 
gaged in the manufacture of zinc 
tile and a shingle we have on ex- 
hibition here today. This shingle 
has stood a two years’ test in fine 
shape. 

I believe that in five years time 
we shall be selling more sheet zinc 
in tile and shingles each year than 
the largest consumer now uses. You 
may put me down for a dreamer, 
but my other enterprises will not 
bear you out in that conclusion. I 
have been able to make the South- 
western Lines Tariff Association be- 
lieve in me to the extent of grant- 
ing me a 27-cent a hundred pounds 
reduction on sheet zinc from Peoria 
rate points to Oklahoma City in 
minimum cars of 50,000 pounds. 

Summing up my two years’ ex- 
perience in the sale of zinc roofing, 
I would say, first, be very sure the 
design you expect to use is correct. 
When you are sure of that, the 
balance is a selling proposition pure 
and simple. You will find that the 
people are willing to consider the 
merits of zinc. The architect knows 
it has been used abroad for years, 
but he does not know much about 
it, or how to inform himself, and he 
does not want to make a mistake. 
When you persuade one to specify, 
and it goes on the building, he is 
apt to repeat and his competitors 
soon follow suit. 

The insurance rating bureaus and 
city officials in charge of fire pre- 
vention are strong for zinc and do 
all they can to help. 

The sheet metal worker is the 
greatest obstacle in the way of zinc 
today. He does not know how to 
work it, and he won’t let you tell 
him. If you hire him to do a job 


November 1, 1924 


for you, he will not do it accordj 
to instructions unless you stand over 
him with a club. Mr. Gellatly ang 
I called on some Bohemian friends 
in the sheet metal business one day, 
One of them said, “Turner was over 
here this morning, and we were 
‘disgusting’ zinc, and we decided it 
can’t be done.” When they saw J 
was doing it, they immediately be- 
came interested. 

I have my manufacturing costs 
where they are fairly satisfactory, 
but, in a pioneer movement of this 
kind, advertising and selling costs 
are very high, and they must be fig- 
ured in. 

This man Turner has just taken 
away from us 100 squares on a state 
hospital, at a cut price, by inducing 
the architect to change the specifica- 
tions to simply read “zinc shingles,” 
so that he can furnish a shingle 
made in Missouri. The same thing 
happened at Wichita. A live metal 
worker recently told me that he had 
used 4,000 pounds of zinc, where 
he never had used zinc before, and 
that he bought the metal from the 
New Jersey Zinc Company. A firm 
has just underbid us on a school 
house, bidding, we understand, on a 
shingle made in Milwaukee. These 
instances show that, where someone 
does the pioneering, the rank and file 
of the trade will crowd in behind. 


If I were operating a rolling mill, 
I would employ a skilled metal 
worker who understood zinc, fit him 
out with a light car, and start him 
out to demonstrate the superiority 
of my brands of zinc to the sheet 
metal trade. I would expect him to 
call on the leaders in a community 
and turn in a report on each firm 
called on. I would then have the 
sales department follow him with 
letters and literature and also offer 
the services of my engineering de- 
partment on any problems concern- 
ing the use of zinc on which the 
metal firm needed assistance. It 
would probably take three to four 
months to get results. My judgment 
is that several other cars would by 
that time have been put in service 
and that the business would be yield- 
ing a good profit. 

While I understand great progress 
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has been made by the institute in 
certain directions during the past 
vear, 1 have been keenly disappoint- 
ed that its advertising program has 
landed in the same old ditch of in- 
action. 

The trouble is that comparatively 
few mines produce lead free ore 
and only a few smelter roll. All of 
us have our own axes to grind, and 
are more or less selfish. It was in- 
tended that we should do so, be- 
cause the desire to improve our own 
and our family’s condition has been 
responsible for most of the world’s 
progress. This proposition, at first 
sight, has looked like taxing the 
many who do not roll or produce 
lead free ore for the benefit of the 
few who do. My experience has 
proved to me that this is a short 
sighted view of the proposition. Just 
now galvanized iron is associated in 
the public mind with the barn, with 
the cow shed and with the chicken 
house, and it is in none too good re- 
pute for these purposes. It would 
take an immense advertising appro- 
priation and a lot of effort to make 
the public believe it was an ideal 
material to cover a fine dwelling. 

Not long ago a lady called me up 
and said, “Mr. Semple, we have de- 
cided to cover our house with one 
of those new zinc roofs that are be- 
coming so popular, if it is not too 
dreadfully expensive.” I sent a 
salesman out, and it proved too ex- 
pensive. You have the whole situa- 
tion in what this lady said to me. 


You can sell zinc to a large part 
of the public on its merits and its 
old world reputation, and because it 
is a new thing in roofing in this 
country. That brings the metal roof 
into fashion. Had I been able to 
tell this lady that we could sell her 
a double strength zinced steel roof 
that neither she nor her neighbor 
could tell from a pure zinc roof, 
at the difference in price between 
the two metals, we would have made 
a sale. 

Those interested in galvanizing 
will have to be willing to do their 
part, and to some extent see the 
other fellow benefit first, but there 
will be ten galvanized roofs to one 
sheet zinc roof sold in the long run. 


This advertising situation reminds 
me of the story of an old colored 
aunty who went to see the first 
merry-go-round that came to her 
town. She was telling her merchant 
about it, and said, “Mista Jones, ah 
went down there Saturday night an’ 
ah watched those niggers ride and 
ride. Sally Brown rode an’ rode 
on tha thing until she spent every 
cent of her wages, an’ got off at the 
very same spot whare she got on; 
an’ ah said to her, ‘Now, nigger, you 
done spent all your money an’ where 
you been. 

Gentlemen, let’s get off the merry- 
go-round and take the advertising 
and effort highway to a greater suc- 
cess. 

Mr. Wallower: We always en- 
joy Mr. Semple’s remarks. Is there 
any discussion? 

I understand that the secretary 
has an interesting letter in this con- 
nection. 

The Secretary: On the 12th of 
March I wrote to General George 
W. Goethals, who was the chief en- 
gineer of the Panama Canal, asking 
him about the sheet zinc which was 
on the canal when our government 
took it over from the French, and I 
have General Goethal’s permission 
to make his answer to my letter 
public. The letter reads: 

“My Dear Mr. Tuthill: Yours 
of March 12th, relative to the sheet 
zinc which was on the Panama Canal 
when we took it over. 


“The French used zinc for roof- 
ing of many of their labor barracks 
so that there was quite a quantity 
taken over. These barracks were 
used by the Americans for their 
labor until the construction work ad- 
vanced, resulting in their destruc- 
tion. The zinc was saved and af- 
forded a satisfactory return as 
scrap, which was not the case with 
any roofing materials used by either 
the French or Americans. 

“IT regret that the foregoing is 
the only information that I am able 
to secure for you. The records do 
not disclose what return the govern- 
ment received, as the zinc was 
lumped in with other metals that 
were marketable.” 

Mr. Owens: 


» 99 


A year ago Mr. 
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Semple and his associate told us of 
their experiences in advertising 
zinc, and I believe it would be in- 
teresting to hear further from Mr. 
Semple on this subject. 

Mr. Semple: Well, I don’t know 
that I have much to say other than 
that advertising will produce busi- 
ness. Of course, you have to pay 
for it. If you once put up the money 
and will follow up the advertising 
with the proper sales force, you will 
get the business. It takes about four 
or five months after you start to 
spend your money to realize you 
are getting results. At first, you 
think you are throwing it away. 
That has been our experience. But 
we are getting business every day. 
I think that if we can get the busi- 
ness this institute can get it. 





If your contractor tells you to 
take this contract at his price this 
time, and that he will make it up 
next time, that’s bunk, and both of 
you know it. It never happened to 
me in twenty-five years, when a 
contractor said, “Now, Stippe, it’s 
your turn. Add what you lost last 
time.” Bunk, pure bunk. 








Notes and Queries : | 














“Sheldon” Screw Vises. 


From Roanoke Hardware Company, 
Roanoke, Illinois. 


Kindly advise me who manufac- 
tures the “Sheldon” screw vises. 

Ans.—E. H. Sheldon and Com- 
pany, Muskegon, Michigan. 
Address of Allen Air-Turbine Ventila- 


tor Company. 


From Bloomington Radiator and Sheet 
Metal Works, 212 South Rogers 
Street, Bloomington, Indiana. 


Can you tell us where the Allen 
Air-Turbine Ventilator Company is 
located ? 

Ans.—Detroit, Michigan. 


“Coleman” Gasolene Stove. 


From Slade, Tenney and Weadley, 27 
East Monroe Street, Chicago, Illinois. 


We should like to know who 
makes the “Coleman” gasolene 
stove, and whether they have a Chi- 
cago office. 

Ans.—Coleman Lamp Company, 
Wichita, Kansas. Their Chicago 
office is at 3617 South Ashland Ave- 


nue, 
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Armistice Day Window Display Which Got Much 


Publicity Through Local Newspapers. 


Created as a ‘‘Good Fellowship Window”’ 
It Nevertheless Brought Many Direct Sales. 


HERE comes a time in every 
human’s life when business 
cares are laid aside and heads are 
bowed in solemn tribute to those 
brave gallants who gave their lives 
to their country that the coming gen- 
erations may enjoy the privilege of 
living under a free government. 
November 11th is Armistice Day 
and what better tribute could a re- 
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ther that the display had the power 
to attract people from many other 
parts of the town to view it. 

A great deal of publicity was 
given the window through the local 
paper which, of course, brought 
many people to see it. Many of these 
people came into the store to com- 
pliment the maker and made some 
purchases while there. 
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tail merchant pay the boys who 
fought and died in France than by 
decorating his window in memory 
of them? 

E. Wilson has shown the proper 
spirit by decorating the window of 
the Pilcher Hardware Company, 
Ida Grove, Iowa, as shown in the 
illustration. 

Mr. Wilson has named it a “Good 
Fellowship Window.” He says fur- 


haps during the night at home” 

It is easily seen that the window 
was very inexpensive to arrange and 
did a good work. 


F. W. Heitmann Company Issues 
Fine Catalog of Hardware, Mill 
Supplies and Auto Accessories. 
I’. W. Heitmann Company, Hovs- 
ton, Texas, has recently issued a 








It Was Arranged by E. Wilson. 


“The floor and background,” says 
Mr. Wilson, “were made green and 
trimmed with red, white and blue. 

“The sign at the top was blue 
with the letters showing through 
only when the lights were turned on. 

“The main lights were orange. 

“The crosses were made of crat- 
ing and are painted white. 

“The poppies, nearly 150 in num- 
ber, were all made by hand per- 


Armistice Day Window Display Which Got Much Local Publicity for the Pilcher Hardware Company, Ida Grove, Iowa, 


fine 660-page catalog showing hard- 
ware, mill supplies and auto acces- 
sories, carried in stock for quick 
delivery. The book is well printed 
and its contents well arranged. 





Better a little loss on something 
advertised as a bargain than a cre- 
ation of the belief that with you the 
wor’ “Bargain” means nothing of 
advantage to the customer. 
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Organized Effort Raises Standard of Small- 
~~ Town and Rural Community 
Window Displays. 


Ser.d Your Window Display Photograph In To 
American Artisan Competition— You May Win. 


EW untrained men appreciate 
the value of organization. One 

of the hardest tasks of the member- 
ship committee of any trade asso- 
ciation is to convince the backward 
men in that industry that the bene- 
fits they receive from association 
contact are worth far more to them 
than the time spent going to meet- 
ings and the money outlay for dues. 

If this is true, how much more 
desirable and beneficial is it to have 
a highly organized body of men spe- 
cializing for the moment in just one 
phase of retail merchandising—the 
art of making a window display 
which pulls orders? 

Most men in the retail hardware 
merchandising business in the small- 
er towns and rural communities can- 
not afford to pay a specialist in win- 
dow trimming to decorate their win- 
dows on an average of once a week. 
Their windows must for the most 
part be decorated by themselves or 
by some one of their clerks after 
working hours. They must depend 
upon the information and ideas they 
can think out for themselves and 
get from other men who are con- 
fronted with the same problems and 
are consequently thinking along the 
same lines. 

Such men unconsciously form 
among themselves a tacit or silent 
organization to which they turn for 
assistance in solving these problems. 

AMERICAN ARTISAN AND Harp- 
WARE REcoRD window display com- 
petition was instituted for the ex- 
press purpose of bringing these va- 
rious thoughts on a given subject to 
a common meeting ground, inter- 
preting them and making them 
available for the use of hardware 
men. 

The cash prizes offered—$50, $25 
$15 and $10—at the close of the 
competition, January 31, 1925, are 
given not especially as so much 
money, but rather as an inducement 


to arouse the competitive spirit with- 
in each man’s breast and from then 
on open his eyes to the fact that he 
is himself an integral part of this 
silent organization. Our aim is to 
take the silence out of it. We want 
to get out on the band wagon and 
house tops and shout as loud as we 
can so that you men can get other 
men’s ideas and other men can get 
your ideas. We want to place you 
in a position where you can help 
yourselves. We have succeeded in 
former years, but we’re still striving 
for better window displays and, 
hence, greater profits for you. 

You yourselves are the winners. 
our men among you get the cash 
prizes, while all of you are benefited 
by the interchange of ideas. 

Send us as many of your window 
display photographs as you like, but 
send them! 


Inactive Accounts 
Can Be Rejuvenated 
With a Tactful Letter. 


Inactive accounts should be an 
inspiration for the correspondence 
department of your store. 

Often times an account will re- 
main dormant for months, and pos- 
sibly be lost entirely to the store be- 
cause of a neglect to call the cus- 
tomer’s attention to the fact that you 
have not had the pleasure of his 
patronage for some time. 

Many alert store managers use 
the opportunity offered to a good 
advantage by writing a letter to Mr. 
or Mrs. So and So stating that their 
account shows that no recent pur- 
chases have been made. P 

He says further that in view of 
the fact that their business rela- 
tions have always been of the most 
cordial and satisfactory, he is at a 
loss to understand why the store 
has not been favored with their pa- 
tronage. 
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He then proceeds to tell the for- 
mer customer of a new stock just 
arrived and that he will be glad to 
send some out on approval or have 
the customer call at his or her con- 
venience. 

Suggestions of this type have a 
very beneficial effect upon increas- 
ing trade in the store. 

Many times it will be found that 
the customer was annoyed at some 
trivial happening while in the store 
on a previous visit, and, being of a 
modest or retiring nature, said noth- 
ing about it, but decided to trade 
elsewhere. 

In these instances a word or two 
will set everything to rights again, 
but the trouble is you won’t be given 
the chance to say those few words, 
consequently you lose that custom- 
er’s patronage. 


Make Your Advertising 
Aid Your Salesmen. 


Advertising is part of salesman- 
ship. The quicker that fact is real- 
ized, the more quickly and thorough- 
ly will the proper function of adver- 
tising be understood and advertising 
placed in the position to which it is 
entitled. Advertising and publicity 
are synonymous. Publicity means to 
make famous. A statesman must 
be made famous before he can be 
elected to office. An article must be 
made famous before it can be sold 
in quantity. An institution must be 
made famous before it can do a 
thriving business. 

A name, a product, the features 
of a product—do they mean some- 
thing to the public? Advertising 
can make them so, but the adver- 
tising must play up the product, not 
simply argue about it. It must make 
an impression, be constant, and must 
appear in publications that readers 
respect. 

If advertising is successful, no 
need to worry about sales. Sales 
will follow as surely as day follows 
night. 

Take care that the face which 
looks out from your mirror in the 
morning is a pleasant face. You 
may not see it again all day, but 
others. will. 
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The True Merchandiser Knows His Goods 
and Is Willing to Study Closely 
Markets and Prices. 


Merchandising Must Be Made a Profession, Not 
a Makeshift, to Justify the Reward Exacted. 


HE fact that merchandising 

should be regarded as a profes- 
sion and not as a makeshift is be- 
coming more evident as competition 
becomes keener. In the days gone 
by and never to return it was that 
anybody who had a little capital, no 
ethics whatever and a_ tendency 
which looked like shrewd buying 
ability, engaged in the mercantile 
business and trusted to luck to pull 
him through, making enough money 
for him to place him in independent 
circumstances in a few years. 

Conditions are rapidly changing, 
however. The buying public has 
been about fed up on the necessity 
of footing the bill occasioned by the 
failure every time some scatter-brain 
decides to go into business for him- 
self. 

The doctor, the lawyer, the econ- 
omist, the engineer, all these men 
are compelled to pass examinations 
showing their fitness to engage in 
the line of work they have chosen. 
In order to successfully compete in 
these examinations they are required 
to study for six or eight years at 
an accredited university. Why, then, 
we ask, should a man be allowed to 
enter the business of merchandising 
goods until he has proved to the sat- 
isfaction of men who are competent 
to judge of his fitness to enter the 
profession that he really has the abil- 
ity and perspicacity necessary to 
enable him to buy and sell success- 
fully? Surely the distribution of 
any merchandise is just as important 
a work as that of a lawyer or a doc- 
tor. 

The real merchandiser knows 
markets and merchandise. He makes 
it his business to learn the best 
methods of supplying the needs of 
the people whom he is serving. He 
also makes it his business to see that 
he gets a just reward for his time 
and labor. No man can live without 
a just reward for his services, and 


no one expects him to be so foolish 
as to try. What is expected of him, 
in fact, what is demanded of him is 
that he know merchandise, that he 
know the markets and prices of the 
goods he is vending, so that he can 
perform the function for which he 
presumes to demand a reward to the 
best advantage for his patrons. Such 
service he cannot possibly render 
without the necessary experience 
and willingness to study markets. 
The retail merchandiser can jus- 
tify his existence in no other way 
than that he render the service re- 
quired. He must be able to antici- 
pate people’s needs and supply those 
needs. When he ceases to do this, 
he ceases to be of further service to 
his community and the result is that 
he loses first, confidence and then 
his business, the number of business 
failures is increased by one and the 
cost is again thrown onto and ab- 
sorbed by the public. How long is 
it going to be before successful mer- 
chandisers bring this whole matter 
under the impartial eye of justice in 


order to protect themselves? They 
owe it to themselves and the public 


to do it at once. 





Pointing Out Some 
Business Leaks Which 
Are Often Overlooked. 


Every business man is in business 
to make a net profit. They all know 
that unless they can run their busi- 
ness in such a way as to produce for 
them a net profit over and above 
the cost of doing business they might 
better be employed somewhere else. 

The point, however, which we 
wish to stress here is: do most men 
know when they are really making 
a net profit? Have they installed a 
system of accounts which gives an 
accurate record of all collections and 
disbursements ? 

However, the records are full of 
instances showing firms with fool- 
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proof accounting systems who seem. 
ingly, in spite of all precautions 
ended disastrously and shamefully 
upon the rocks of failure, 

No matter how fool-proof the rec- 
ords may be, if the proper entries 
are not made, the trial balance o; 
financial statement are of no Value, 
because they do not represent the 
true state of the business. 


In every small business where the 
proprietor is actively engaged at the 
store day by day, there are three 
items which are commonly over- 
looked by him when figuring net 
profits. 

First, because he is the proprietor, 
he commonly neglects to “draw a 
salary” to which he as an employe 
of the business has a perfect right. 

Secondly, in many cases where 
the firm owns the building in which 
it does business, the proprietor fails 


to pay himself the rent which but for ° 


his owning the building would have 
to come out of the costs deducted 
from the gross profits. 


Thirdly, many business men do 
not understand that although they 
write off a certain percentage of de- 
preciation for equipment each year, 
5 per cent as allowed them by fed- 
eral income tax laws, they have not 
fulfilled their entire obligation to- 
ward the business until they have 
established a sinking fund for the 
replacement of equipment when it 
is worn out. Very few men neglect 
to charge interest on the invest- 
ment, but they often fail to realize 
that when no sinking fund is 
established, they do not have an ac- 
curate statement of the extent of 
their investment. 

It will be seen from this that a 
statement of gross profits has little 
or no value in determining whether 
or not the business is really making 
money for the proprietor. Also a 
fool-proof bookkeeping system is of 
little value unless all items properly 
deductible from the gross profits— 
interest on capital invested, salary 
for the proprietor, sinking fund for 
replacements, rent charges where 
the proprietor owns the building— 
are properly made. 

It-is easily seen that where these 
items are not deducted from the 
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gross profits, the statement of net 
profits cannot in any sense of the 
word be a true statement of money 
making potentialities of the busi- 
ness. 

Many houses have gone down to 
destruction because their managers 
had been misled to believe that the 
business was making money when in 
reality it was only breaking even or 
less. 

Make a thorough analysis of your 
accounts and assure yourself that 
your statement of net profits reveals 
to you the true facts and that your 
financial statement shows you a 
true cross-section of your business. 








Coming Conventions } 
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Mid-Year Meeting of the Nationa: 
Warm Air Heating and Ventilating As- 
sociation and Dedication of the Warm 
Air Heating Research Residence, Ur- 
bana, Illinois, December 2, 1924. Allen 
W. Williams, Secretary, Columbus, 
Ohio. 

Western Warm Air Furnace & Sup- 
ply Association, Meeting, Sherman 
House, Chicago, December 4 and 5. 
Secretary John)H. Hussie, 2407 Cum- 
ing Street, Omaha, Nebraska. 

Western Retait Implement and Hard- 
ware Association Convention, Kansas 
City, Missouri, January 13, 14, 15, 1925. 
H. J. Hodge, Secretary, Abilene, Kan- 
sas 


Kentucky Hardware and Implement 
Association Convention, Jefferson Coun- 
ty Armory, Louisville, week of January 
18, 1925. j . M. Stone, Secretary-Treas- 
urer, 200 Republic Building, Louisville. 

Texas Hardware and Implement As- 
sociation Convention, Dallas, Texas, Jan- 
uary 20, 21, 22, 1925. Dan Scoates, Sec- 
retary-Treasurer, College Station. 

West Virginia Hardware Association, 
Convention and Exhibition, Clarksburg, 
January 20 to 23, 1925. James B. Car- 
son, Secretary, 1001 Schwind Building, 
Dayton, Ohio. 

Missouri Retail Hardware Association, 
Convention and Exhibit, Hotel Statler, 
St. Louis, January 26 to 28, 1925. 
Becherer, Secretary, 5106 North Broad- 
way, St. Louis. 

Indiana Retail Hardware Association, 
Convention and Exhibit, Cadle Taber- 
nacle, Indianapolis, January 27 to 30, 
1925. G. F. Sheely, Secretary, 911 Meyer- 
Kiser Building, Indianapolis. 

Mountain States Retail Hardware As- 
sociation, Convention, Denver, Colorado, 
January 27 to 30, 1925. W. W. McAllis- 
ter, Secretary, P. O. Box 513, Boulder, 
Colorado. 

Indiana Sheet Metal Contractors’ As- 
sociation, Convention, Lafayette, Febru- 
ary (dates not decided). Leslie W. 
Beach, 1136 Main Street, Richmond. 

Oklahoma Hardware and Implement 
Association Convention, Masonic Tem- 
ple, Oklahoma City, February 3, 4, 5, 
1925. Charles L. Unger, Secretary-Treas- 
urer, Oklahoma City. 

, Nebraska Retail Hardware Associa- 
tion Convention and Exhibition, Omaha, 
February 3, 4, 5, 6, 1925. Convention 


headquarters, Rome Hotel. Exhibition, 
City Auditorium. George H. Dietz, Sec- 
retary, 414-419 Little Building, Lincoln. 

Wisconsin Retail Hardware Associa- 
tion Convention and Exhibition, Audi- 
torium, Milwaukee, February 4, 5, 6, 
1925. P. J. Jacobs, Secretary-Treasurer, 
Stevens Point. 

Ohio Hardware Association, Conven- 
tion and Exhibition, Columbus, Febru- 
ary 10 to 13, 1925. James B. Carson, 
Secretary, 1001 Schwind Building, Day- 
ton, Ohio. 

New York State Retail Hardware As- 
sociation Convention and Exposition, 
Buffalo, February 10, 11, 12, 13, 1925. 
Headquarters, Hotel Statler. Exposition 
at the Broadway Auditorium. John B 
Foley, Secretary, City Bank Building, 
Syracuse. rie 

Iowa Retail Hardware Association, 
Convention, Savery Hotel; Exhibit, Ar- 
mory, Des Moines, February 10 to 13, 
1925. A. R. Sale, Secretary, Hardware 
Building, Mason City, Iowa. 

North Dakota Retail Hardware Asso- 
ciation Convention (place not yet se- 
lected), February 11, 12, 13, 1925. C. N. 
Barnes, Secretary, Grand Forks. 

Montana Implement and Hardware 
Association Convention, Helena, Febru- 
ary 13, 14, 1925. A. C. Talmage, Sec- 
retary-Treasurer, Bozeman. 

Pennsylvania and Atlantic Seaboard 
Hardware Association Convention and 
Exhibition, February 16 to 20, 1925, at 
Philadelphia Commercial Museum. 
Sharon E. Jones, Secretary, 604 Wesley 
Building, Philadelphia. 

Illinois Retail Hardware Association 
Convention and Exhibit, Hotel Sherman, 
Chicago, February 17 to 19, 1925. Leon 
D. Nish, Elgin, Illinois, Secretary. 

Minnesota Retail Hardware Associa- 
tion Convention, St. Paul Auditorium, 
St. Paul, February 17, 18, 19, 20, 1925. 
C. H. Casey, Secretary, Nicollet Avenue 
and Twenty-fourth Street, Minneapolis. 

New England Hardware Dealers’ As- 
sociation Convention and Exhibition, Me- 
chanics’ Building, Boston, Massachusetts, 
February 23, 24, 25, 1925. George A. 
Fiel, Secretary, 10 High Street, Boston. 

South Dakota Retail Hardware Asso- 
ciation, Exhibit, Coliseum, Sioux Falls, 
February 24 to 27, 1925. C. H. Casey, 
Secretary, Nicollet Avenue and 24th 
Street, Minneapolis, Minnesota. 

National Retail Hardware Association, 
Philadelphia, June, 1925. H. P. Sheets, 
Secretary, Indianapolis. 

Michigan Retail Hardware Associa- 
tion Convention, Grand Rapids, Febru- 
ary 24, 25, 26, 27, 1925. Hotel headquar- 
ters, Hotel Pantlind. A. J. Scott, Sec- 
retary, Marine City. 

Southeastern Retail Hardware Asso- 
ciation Convention and Exhibition, Bir- 
mingham, Alabama, May, 1925. Walter 
Harlan, Secretary-Treasurer, 701 Grand 
Theater Building, Atlanta, Georgia. 

Arkansas Retail Hardware Associa- 
tion Convention, Little Rock, May, 1925. 
L. P. Biggs, Secretary, 815-816 Southern 
Trust Building, Little Rock. 

National Association of Sheet Metal 
Contractors, Atlanta, Georgia, June, 1925. 
E. L. Seabrook, Secretary, 608 East 
Chestnut Street, Philadelphia, Pennsyl- 
vania. 























| Retas Hardware Doings 


California. 
W. F. Beck, for the past year one of 
the owners of the Biola Hardware Com- 
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pany, at Biola, has purchased the inter- 
est of O. Norell, and is now the sole 
owner. 

Florida. 

The Railey-Milam Hardware Company 
of Miami have purchased the H. H. Mc- 
Carty Hardware Company at Buena 
Vista, and have installed Charles D. 
Williams as manager. The store is lo- 
cated at 3656 Northeast Second Avenue. 

Illinois. 

J. R. Belsly and Son of Lacon have 
added a new and complete line of hard- 
ware to their implement stock. Furnaces 
and plumbing are also included in the 
new department. 

The stock of the Greenleaf Hardware 
Company, reported to have invoiced at 
nearly $10,000, was sold for $3,000 to 
W. H. Calman of Clinton, Iowa. 

Indiana. 


Homer Klopfenstein, who has been the 
manager of the Standard Oil Company’s 
interests at Churubusco, has resigned his 
position with that company and with his 
brother, Howard, of Fort Wayne, has 
purchased a hardware store in Grabill, 

Massachusetts. 

Charles S. Mills of Broad Street, who 
has been with the Bryan Hardware Com- 
pany of Westfield for twenty years, has 
disposed of his interest in the firm to 
Noble Love, formerly of Barre, Ver- 
mont. Mr. Love has had many years’ 
experience in the hardware business, both 
as a clerk and manager. 


Minnesota. 


W. H. Jacobson and Son have sold 
their hardware store at Little Falls to 
C. J. Ness and Brothers of Osseo and 
Dawson. 

J. W. Settergren, formerly of Grove 
City, has taken over the Selby-Lake 
Hardware Store at 2705 East Lake 
Street, Minneapolis. 

Missouri. 

William Haase of Plattsburg has 
opened a hardware store at that place. 

The Crestwood Hardware Company of 
Kansas City has moved to larger quar- 
ters at 331 East 55th Street, to take 
care of the increased business. 


Nebraska. 


The Mrasek and Richter firm, who 
have been dealing in farm implements 
in Murray, have purchased the Petersen 
Hardware Company at that place, and in 
the future this concern will be known 
as the Murray Hardware and Implement 


Company. 
North Dakota. 


Otto Bauman, harness dealer of Fair- 
mount, has completed a deal whereby he 
became owner of the Marshall and Pal- 
zak hardware stock. 


Ohio. 

Herbert E. Shaffer, a former well 
known and successful hardware mer- 
chant of New Brighton, Pennsylvania, 
has leased the new Guarnieri store room 
adjoining the Dodge Motor Car Build- 
ing at 507-A East Market Street, War- 
ren, where he will open a modern and 
up-to-date hardware store. 

South Dakota. 


Lee Michel’s hardware store at Tripp 
has been sold to William Boepple of 
Tripp and H. B. Boepple of Avon. The 
business will be conducted under the 
firm name of Boepple and Company. 

Wyoming. 

E. M. Barrus has sold his hardware 

store at Afton to C. J. Call. 


‘ 
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Competing for Stove Sales on Purely Price Basis 


Can Only Result in Failure. 


Take a Lesson from Mail Order Catalog .Whose 
Biggest Selling Feature Is an Attractive Illustration. 


HEN you sell stoves on a 

basis of what you might call 
mechanical construction you neces- 
sarily sell them on a price basis, at 
which the mail order house is a past 
master. Therefore, you are bucking 
the fiercest kind of competition. 

The retail stove merchant can 
never hope to compete with the mail 
order catalog upon a purely price 
basis. The reason for this is that 
the mail order catalog price is based 
upon a sales volume which no single 
merchant could hope to equal, and 
furthermore, he would be foolish to 
try. 

From this we do not infer that 
competing with a mail order house 
is a hopeless task. Far from it. We 
merely wished to point out to the 
retail merchant one of the impass- 
able roads before he actually 
reached the detour sign. 

The retail merchant in competing 
with the mail order catalog should 
not fail in his newspaper and direct- 
by-mail circular advertising to take 
advantage of one of the mail order 
catalogs most effective sales pro- 
ducers—the illustration or picture. 
How does your stove look in print 
alongside of the mail order catalog 
stove? Make it look better. 


Do not lose sight of the personal 
element. Don’t forget that you are 
on the battle ground in person, while 
your competitor is firing at long 
range. 

Another thing about a mail order 
catalog is that it does not suggest 
comforts to be derived by using a 
particular stove. It sells purely on 
a price basis. The retail stove mer- 
chant should invite comparisons be- 
tween his stoves and those of the 
mail order catalog. He should show 
the prospect wherein his stoves are 
equally as cheap as the mail order 
stove when the rate of cost per 
pound is compared. Then, too, his 
stove containing more weight, is bet- 
ter because when once hot it takes 


longer to cool and would, therefore, 
give a much more even heat. 

Such arguments connected with 
the fact that your stoves are all de- 
livered and set up free of charge; 
whereas the mail order catalog stove 
price does not include freight and 
drayage charges, nor does it set the 
stove up in the owner’s home. 

Stoves have got to be sold on a 
basis of service. The old regime is 
fast passing and the man who does 
not do his merchandising on that 
basis soon learns that he’s riding for 
a fall. 

How Hiram’s Hardware 
Hastens Heater Sales. 

(il stoves can be sold as easily 
as any other commodity in season 
if they are properly advertised. By 





725 Second St. 


Buy HEAT BY 


THE ROOM FULL 


One of our oil heaters will 
take the chill dampness from 
your house. One gallon of oil 
will burn about 13 hours. 


Special This Week 


5:98 


Hiram’s Hardware 


WE DELIVER 
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proper advertising we mean the 
preparing of copy which will appeal 
to the customer in a way to make 
him realize that he has a need for 
the stove advertised. 

The accompanying advertisement 
of Hiram’s Hardware, taken from 
the Fort Madison, lowa, Democrat. 
is worked out along the lines mep- 
tioned. 

The ad makes its appeal by sell. 
ing heat instead of an oil stove. 

There is something said, of 
course, about the oil stove, but only 
incidentally. The main appeal is 
through an abundance of heat. The 
secondary appeal is economy. Then 
to clinch the whole affair the price is 
given. 

An ad of this type when run in 
season hits the prospective buyer in 
a spot which will produce action. It 
brings to his mind a recollection of 
the cold mornings when he had to 
shiver while eating breakfast and 
resolves not to let that happen again. 

The special price produces imme- 


diate action. 


Phone 195 





Special Sales Move Oil Stoves. 
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Advertisements Should Turn Buyers Into Boosters or They 
Are Not Doing All They Can. 


Be Sure 


Your Copy Tells 


Your Story 


Quickly and in Clear, Untechnical Language. 


ELLING an article on price is 
S not difficult. In fact, it is one of 
the simplest forms of advertising. “I 
have a steel waste basket for 79 
cents. Who wants it at the price?” 
This is not an advertisement, it is 
merely an announcement. Of course, 
it serves the purpose of clearing out 


while a judicious use of white space 
has been made. 
Kk k 

The headline of an advertisement 
is used primarily for the purpose of 
attracting attention and arousing 
curiosity. It is an introduction con- 
taining interest sufficient to arouse 








PHONE 232 


Those who are in 
need of waste baskets at the time 
will come in and buy, influenced as 


a surplus stock. 


they are by the price. 

True selling, however, is creating 
a demand by means of advertising 
where no demand existed before. 
That type of selling requires science 
—science in advertising and science 
in greeting customers when they en- 
ter the store. 

The accompanying ad of the Bo- 
dine Hardware Company, taken 
from the Bradford, Pennsylvania, 
Star, is good for its purpose and, 
no doubt, served that purpose to a 
good advantage—moving a_ stock 
which had become stagnant. 

The typography of the ad is good, 


Steel Waste Baskets 


Good Quality Enameled Green 


79¢c 


See Our Window 


BODINE HARDWARE CO, 


Quality and Service 
11-13 MECHANIC ST. 


Store Closes at 5 P. M.—Except Saturdays 





the curiosity of the prospective cus- 
tomer. 

The name of a firm in the head- 
line of an advertisement is not suf- 
thousands of 
name 


There are 
business and one 


ficient. 
firms in 
looks pretty much like another un- 
less the reader has an economic or 
sentimental interest in the firm 
whose name he views. If the name 
of the firm is viewed at the head of 
an ad by the reader while glancing 
rapidly over the paper, nine chances 
out of ten he rushes on without 
reading further because there is 
nothing which arouses an interest. 
The words “sporting goods” might 
attract the eye, but why leave such 
a thing to chance? 


Of course, it is realized that the 
ad in question is purely in the form 
of an announcement more than a 
full-fledged advertisement. 


motes 
Coursen 
Hardware 


Company 


Authorized 
Representatives For 


Spalding 
Sporting 
Goods 


In Greater Pittston 
See Dewey Evans 


30 N. Main Street 
PITTSTON, PA. 





—— 











The name and address of a firm 
should always be associated together 
—never separated. They are one 
and inseparable in fact and should 
be so in name as well. 

* * x 


Good poetry seems so simple and 
natural a thing that when we meet 
it we wonder that all men are not 
poets. Poetry is nothing but healthy 
speech. 
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Favorable Subsurface Business Waters Foment on Eve of 


Election, While There Is Some Surface Hesitation Seen, 


Prices Have Advanced and Buying of 
Non-Ferrous Metals Is Much More Active. 


pinyin confidence in fu- 
ture business conditions is shown 
in the iron and steel trade, accord- 
ing to the mid-week reviews. 

“The election continues to influ- 
ence the market, but the last week 
has shown freer contracting,” the 
Iron Age says. “Railroad demand 
in particular is keeping up, and at 
Chicago pig iron purchases have 
been the largest in weeks. It is be- 
lieved the election result will release 
considerable business. There is evi- 
dence of a firmer price attitude.” 

“Expectations of renewed im- 
provement in demand and produc- 
tion are more positive,’ the /ron 
Trade says. “Current ordering is 
well sustained, with steel produc- 
tion unchanged at 65 per cent of 
capacity.” 

The abundance of credit is indi- 
cated by the fact that commercial 
paper rates this autumn are the low- 
est for the season, with one excep- 
tion, since 1897. 

This does not reflect a lack of 
demand for credit, because commer- 
cial loans of 750 member banks have 
increased over 350,000,000 from the 
summer’s low point. It reflects large 
reserves due to gold imports. 

Recent warm weather has held 
back retail trade in some centers but 
it has helped to save much more 
of the corn crops from frost than 
was thought possible a few weeks 
ago. 

Recent earnings reports of inde- 
pendent steel companies are doleful 
reminders of the summer’s depres- 
sion. 

The current quarter may also 
show meagre earnings due partly to 
unsettlements incident to the new 
basing plan. 

But in the past the initial stages 
of recovery in the steel industry 
have nearly always shown dragging 
prices and earnings for some months 
after activities start upward. This 


is due to keen competition and in- 
ability to promptly get prices upon 
a profitable basis. 


Copper. 

Large sales of Electrolytic cop- 
per have been made this month, put- 
ting producers in a position as to 
bookings such that they are disposed 
to sell only limited tonnages on the 
rise and then they peg their prices 
higher. 

From Friday to Monday copper 
prices advanced % cent to 13.50 
cents, Connecticut, 13.62% cents, 
middle west, for prompt to Decem- 
ber, inclusive, with one-eighth cent 
premium asked for January. 

Tin. 

In the domestic tin market all de- 
liveries and positions of Straits and 
Straits shipments registered a de- 
cline of % cent on October 29th and 
closed at 517% cents a pound. 

It is reported that shipments from 
the Straits thus far total 4,290 tons, 
indicating total shipments for Octo- 
ber of between 4,500 and 5,000 tons. 


Lead, 


Lead is still quotable at from 9 
to 9% cents, New- York, and 
around 9 cents a pound, St. Louis. 
One firm still quotes 8.65 cents, 
New York. 

The entire world market showed 
an extremely strong upward tend- 
ency. 

One feature of importance is the 
increasing scarcity of antimonial 
lead, especially as compared with re- 
cent years. 


Zinc. 


The domestic demand for zinc has 
been usually quiet. 

The market is steady at 6.50 cents, 
East St. Louis basis, for Prime 
Western. Dealers are bidding 6.47% 
cents and a limited amount of early 
shipment has been available at that, 
but there is no pressure to sell. 


The main activity in zinc contip. 
ues to be in the export business, 


Bolts and Nuts 


New business in bolts and nuts js 
a trifle off, but makers attribute it 
wholly to the approach of election, 
While a few Detroit automotive in- 
terests are fair buyers, a majority 
are below normal. Prices are said 
to be firm on the basis of 60 and 10 
off for large machine bolts, 70 and 
10 off for small rivets and $2.75 for 
large rivets. 


Wire and Nails 


Wire and wire products makers 
are experiencing a moderate pre- 
election decline in business, although 
a few buyers are looking ahead and 
placing some forward business. 

Nails are moving well. 

Barber wire and fencing for fall 
delivery are improving. The lead- 
ing maker’s western delivered prices 
are 2.60 cents, base Waukegan and 
Joliet, for plain wire and 2.85 cents, 
base Joliet and Waukegan, for wire 
nails. 


Solder. 


Chicago warehouse prices on sol- 
der are as follows: Warranted, 
50-50, $32.50; Commercial, 45-55, 
$31.75, and Plumbers’, $30.50, all 
per 100 pounds. 


Sheets. 


Urgent shipments of sheet ton- 
nage by some consumers has led one 
maker to expand his rolling sched- 
ule. Some producers have been cut- 
ting into their backlogs in excess of 
incoming business and have cur- 
tailed their operating rate. From a 
general standpoint, however, pro- 
ducers are booking sufficient busi- 
ness to maintain the district rate of 
operations above 60 per cent. While 
the majority of producers are avoid- 
ing the Chicago market in soliciting 
business a few are consigning ton- 
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Thirty-six air nitrate columns installed in the U. 8S. Nitrate Plant, Muscle Shoals, Alabama, by the Air Reduction Company 
of New York City, Built by Ansonia Copper & Iron Works, Cincinnati 


An Interesting Endorsement of 


ARMCO-Ingot Iron 


The pedestals on which the columns rest extend eight feet 
below the grading floor. To protect the pedestals from 


ARMCO-Ingot Iron 


is used for: 


Canopies 

Conductor Pipes disintegration the engineers specified an encasement 
anand made of ARMCO-Ingot Iron. 

Garbage Cans and This is but another interesting installation that shows the 
— wide use of ARMCO-Ingot Iron. It shows the confidence 
Metal Doors engineers have in the metal because it has proved its last- 
Metal Screens ing qualities. 


Pails 
Pipes and Gutters Ask for interesting booklet: 


Roofing “‘Building a Business with Iron that Lasts’’ 


: ARMCO | | 


Siding 

Sky-light Frames 

Tanks 

iy =A INGOT IRON 
The American Rolling Mill Co.. Middletown, Ohio 


Ventilators 
(EXPORT) THE ARMCO INTERNATIONAL CORPORATION. Cable Address: ARMCO, Middletown, Ohio 





Warm Air Heaters 














—— 
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nage to consumers there who have 
been customers of long standing. 
One maker of steel sheets believes 
that costs and the present general 
condition of the market warrant 
quotations better than 2.80 cents, 
base Gary and Indiana Harbor, for 
blue annealed, 3.60 cents for black 
and 4.70 cents for galvanized, which 
is what western delivered prices fig- 
ure back to. 
The sheet market today displays 
marked evidence of strength. 
Western consumers continue to 
display a desire to attach themselves 
to western sources of supply. 
Some buyers are cautious, but 
election hesitancy is not so marked 
as in other finished lines. 


Tin Plate. 


Within the next two or three 
weeks, it is expected substantial or- 
ders for tin plate will be placed. 

Some of the orders will not de- 
velop until books of makers are 
opened for the first quarter. 

As it looks now, prices will not 
be changed; $5.50 per base. box of 
100 pounds, f. o. b. Pittsburgh dis- 
trict mills; and $3.60 at Gary, In- 
diana, equivalent to $5.65 at Chi- 
cago. 

It is possible, however, that some 
of the western consumers will have 
to pay higher figures later when the 
western mills get filled up and they 
have to come to Pittsburgh and oth- 
er mills for their needs. 


Old Metals. 


Wholesale quotations in the Chi- 
cago district, which should be con- 
sidered as nominal, are as follows: 
Old steel axles, $18.50 to $19.00; 
old iron axles, $24.50 to $25.50; 
steel springs, $19.00 to $19.50; No. 
] wrought iron, $14.00 to $14.50; 
No. 1 cast, $16.00 to $16.50, all per 
net tons. Prices for non-ferrous 
metals are quoted as follows, per 
pound: Light copper, 8% cents; 
light brass, 5% cents; lead, 6 cents; 
zinc, 314 cents, and cast aluminum, 
15 cents. 


In the long-run men hit only 
what they aim at. Therefore, though 
they should fail immediately, they 
had better aim at something high. 
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That Pig Iron Buyers Are Gaining in Confidence 
Is Evidenced by the Large Inquiries. 


The Market Is All Set for Rapid Expansion, 
While Sales in Some Districts Are Large. 


RE-ELECTION hesitancy is 

deterring the pig iron market. 
Some are confident about the future 
and the election outcome are immi- 
nent. Some makers are disinclined 
to obligate their output at present 
prices. 

They believe higher levels will 
prevail next month on the strength 
of larger demand. Several valley 
producers confidently predict higher 
selling prices for the first quarter, 
expecting 1925 ore prices will be at 
least 50 cents higher. 

Some activity recently was noted 
in basic iron. 

Fair buying at Chicago of north- 
ern iron continues, strengthening the 
conviction of some sellers that good 
business will develop after election 
if results are favorable. 

A Beloit, Wisconsin, foundry 
placed 1,200 tons of foundry iron 
and 50 tons of silveries. 

The last quarter price on No. 2 
foundry and malleable is $20.50, 
furnace. Some first quarter iron has 
been sold at this level to meet com- 
petition, but the tendency toward 
$21 is more marked, and the most 
recent business is at this level. 


Producers are less anxious to sell 
ahead, foreseeing improved condi- 
tions. 

Orders and inquiries at Birming- 
ham for pig iron from outside the 
home territory are light in number 
and tonnage. 


Practically all of the business be- 
ing transacted now is in the home 
section. Purchasing is in lots rang- 
ing from one car to 500 tons. A 
pre-election lull is noted, but the be- 
lief is expressed that within a few 
weeks a buying movement will be 
started. 


Quotations are given at $18.00 for 
No. 2 foundry iron. Some sales 
are being made at $18.50. 

The market report of Rogers, 
Brown & Company says: 


“Inquiry for pig iron is being 
maintained very well and there js 
a noticeable increase in interest for 
first quarter delivery. The quanti- 
ties involved cover a wide range, 
The furnace companies quite gener- 
ally are moving forward with ex- 
treme caution, for the feeling is that 
the candidate they consider most 
competent to stabilize industry and 
encourage enterprise will be elected, 
following which there will be active 
buying at somewhat higher prices. 
The situation is being met in a num- 
ber of different ways. Some fur- 
naces are quoting for immediate ac- 
ceptance only, in order to prevent a 
buyer securing prices at this time 
and delaying his decision until after 
November 4th. One important pro- 
ducer is asking 50 cents more for 
shipment during November and De- 
cember than for October. The ‘St. 
Louis market has been advanced 50 
cents a ton for all deliveries. 

“There is ample evidence that cus- 
tomers are carrying low stocks, in 
many cases too low to enable them 
to maintain their production sched- 
ule while a new supply of iron and 
coke is being delivered.” 

Industrial decentrahzation is pass- 
ing from theory to fact in several 
lines. 

Flight from urban labor condi- 
tions rather than from taxation or 
to the facilities of superpower is the 
explanation in these lines. 

Restricted immigration and a de- 
sire to tap rural labor supply may 
account for the movement to some 
extent, but the quota laws do not 
apply to Spanish Americans, s0 
largely engaged in cigar making. 

In the first two months of the new 
immigration law over 48,000 have 
been admitted not chargeable to quo- 
tas. These consist of classes of Eu- 
ropeans exempted from the quotas, 
and 30,000 from the nonquota coun- 
tries of the western hemisphere. 
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